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Rough Proofs 


Just to prove that a fan-dancer 
buys a lot of things besides fans, a 
Clark-Hooper survey recently re- 
vealed that Faith Bacon is interested 
in advertising of toothpaste and cig- 
arettes. 

vgy¥sy? 


Since fan dancers respond to ad- 
vertising of the things other women 
buy, it’s evident once more that the 
Colonel’s lady and Judy O’Grady are 
sisters under the ostrich feathers. 
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Judging from some of the adver- 
tising now appearing, it’s necessary 
to take on at least a few high-balls 
the night before if you want to have 
a clear head the next morning. 


7? F F 


Choosing the right liquor for the 
evening’s libations is one good way 
to be sure of a clear head in the 
morning, but the advocates of but- 
termilk could make out a pretty 
good case too. 

7’ Ff F 


“Fortuitous” gets about the same 
rough handling from the syndicate 
writers usually meted out to “disin- 
terested.” High-priced literary stars 
can’t be bothered looking up words 
in a dictionary. 
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Gum-chewers who give the right 
answers to Mr. Wrigley’s interview- 
ers are rewarded with crisp $1 bills. 
But what do they say when the 
question is, “Why didn’t the Cubs 
win the world’s series?” 


vgv¥sey? 


A resourceful advertiser like P. K. 
Wrigley may now be expected to 
start a vigorous search through the 
classified columns of the Arkansas 
newspapers for Lon Warneke’s 
double. 


¥ ¥ F 


It takes a brave advertiser these 
days to listen to a suggestion from 
an outsider on how to improve his 
campaign. Just to be safe, he should 
have his lawyer at hand and a sten- 
ographer present to record the con- 
versation. 

vv¥$se? 


The modesty of an amateur ad- 
vertising man who is seeking rec- 
ompense for a brilliant idea sub- 
mitted to a national account is 
equaled only by that of a beautiful 
chorus girl who is suing a million- 
aire on account of a broken heart. 


. FF = 
One hundred and fifty Scotch ter- 
riers are to be given away in a ra- 
dio contest by the makers of Scott’s 
Emulsion. Do the winners have to 
promise to raise the puppies with the 
aid of bottled sunshine? 


FF F 
Now that Elliott Roosevelt has 
joined a radio broadcasting company, 
maybe another star from the same 
family can be induced to enter the 
field after 1937—or is it 1941? 


>? PF F 
A. & P. featured Kate Smith in a 
show for 18,000 employes at Madison 
Square Garden, and not a single re- 
viewer failed to refer to it as a huge 
success. 
i ee oe 
The new chairman of Marshall 
Field & Co. formerly numbered the 
institution among his clients. This 
seems to be a case of the customer 
selling the salesman. 


Copy Cus. 


2,917 CONSUMERS 
TELL REACTIONS 
TO ADVERTISING 


‘Advertising Age’ Study Feels 
Pulse of Buyers 


New York, Oct. 10.—To what ex- 
tent is the public losing confidence 
in advertising? What type of adver- 
tiser is most to blame, the extremely 
small minority, who may be deliber- 
ately dishonest, or a much larger 
group, who color their copy with 
over-emphasis, false testimonials and 
extravagant claims? 

How many consumers feel they 
have been deceived by national ad- 
vertising and how have they reacted? 

Do opinions about advertising per 
se influence purchasing? 

How receptive are consumers to 
the services of consumers’ advisory 
bureaus, such as Consumers’ Re- 
search, Inc.? Has the public been 
moved by the recent agitation against 
advertising? 

Aided by eight advertising execu- 
tives, who wrote the specifications, 
ADVERTISING AGE has concluded a con- 
sumer study throwing light on these 
questions and others related to the 
believability of advertising. 

During the early summer investi- 
gators employed by Ross-Federal Re- 
search Corporation completed the 
field work, interviewing 1,177 male 
and 1,340 female heads of families in 
ten representative markets, divided 
into low, medium and high power 
buying classes. 

The questionnaire was so designed 
that the respondent had to supply 
the answers himself and back opin- 
ions with facts as to brand names 
and reasons, a choice of answers be- 
ing submitted on only one question. 


(Continued on Page 35, Col. 1) 


Camel Ships 3 
Tons of Plates 
On World Series 


New York, Oct. 10.—Electrotypes 
for newspaper advertisements con- 
gratulating the Detroit Tigers on 
winning the World Series from the 
Chicago Cubs were shipped via air 
express from Cincinnati, where they 
were manufactured, to hundreds of 
newspapers throughout the country 
by the R. J. Reynolds Tobacco Com- 
pany, makers of Camel cigarettes, 
following the decisive game Monday. 

The shipment consisted of more 
than three tons of plates and is said 
to be the largest air express ship- 
ment ever made in this country. 
William Esty & Co., who handle the 
account, said that electrotypes were 
used in preference to matrices de- 
spite the substantial difference in 
freight charges because of the finer 
printing obtained. 

American Airlines found it neces- 
sary to add three planes to the regu- 
lar service in order to ship the 
freight. 

Advertisements were scheduled for 
release in morning papers wherever 
they arrived in time. The remainder 
reached destinations in time for re- 
lease in all afternoon dailies sched- 
uled. 

None of the copy appeared in Chi- 
cago papers. 


FREE LIFEBUOY 
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gud RINSO 


Four-column newspaper copy which 
appeared in Watertown, N. Y., 
announcing a sampling drive for 
Lifebuoy, and a "two-for-one” 
offer on both Lifebuoy and Rinso. 


DEALERS PLACE 
RECORD ORDERS 
FOR NEW AUTOS 


Huge Advertising Campaigns 
Expected from Detroit 


Detroit, Mich., Oct. 10—Announce- 
ments of 1936 models in the auto- 
motive field, which will be coming 
thick and fast within the next fort- 
night, are expected to.touch off the 
biggest automobile advertising drive 
coming out of Detroit in the past 
several years. 

The big manufacturers are plan- 
ning for production which will ex- 
ceed by far their 1935 figures, and 
this gain will be reflected in the 
promotional efforts to be made. 

Pontiac Motor Company will an- 
nounce its new 1936 version of the 
“Silver Streak” Saturday, Oct. 19. 
Teaser copy, showing only the front 
part of the new car, was run in 

(Continued on Page 36, Col. 1) 


New York 
Stringent 


Attempts 
Rules on 


Drug Merchandising 


Local “Tugwell Bill” Would Regulate Adver- 
tising; Heavy Registration Fees Imposed 


New York, Oct. 10.—Ignoring the 
requests of drug and cosmetic manu- 
facturers for postponement, the New 
York City Department of Health will 
begin a series of public hearings 
Monday, Oct. 14, on proposed amend- 
ments to the municipal sanitary code 
providing for the regulation of dis- 
tribution, sale and advertising of 
drugs and cosmetics. “Phe hearings 
will continue until Wednesday, 
Oct. 16, 

Yesterday at an informal meeting 
attended by more than 100 manufac- 
turers, wholesalers, retailers, adver- 
tising men and representatives of 


Ex-Mayor Walker of 
New York Is Offered 
Post at Distillery 


New York, Oct. 10.— Jimmy 
Walker, debonair ex-mayor, song- 
writer and English country gentle- 
man, has been offered an executive 
post with Oldtyme Distillers, Inc., at 
a salary said to be $75,000 a year, if 
and when he returns to this country. 

Henry Kaplan, president of the 
corporation, admitted today that an 
offer had been made to the expatri- 
ate. When asked what title Mr. 
Walker would have, he remarked 
that Grover Whalen, police commis- 
sioner during Mr. Walker’s adminis- 
tration, is now chairman of the 
board of directors of Schenley Prod- 
ucts Company. 

It is anticipated that the former 
mayor will arrive in this country 
early in December. 

Through a series of recent merg- 
ers, the Oldtyme Corporation has 
greatly increased the number of 
brands it is marketing in this 


country. 


Last Minute 


News Flashes 


Newspapers Added for Eastman Holiday Drive 
New York, Oct. 11.—Extending its summer campaign started May 16, 


Eastman Kodak Company, 
through 146 newspapers in 98 cities. 
pear Dec. 12 and Dec. 19. J. Walter 


Rochester, 


will promote Christmas sales 
Advertisements of 950 lines will ap- 
Thompson Company is the agency. 


Oil Burner Institute Widens Scope; Names Ayer 

New York, Oct. 11.—Directors of the Oil Burner Institute, Inc., have 
appointed N. W. Ayer & Son, Inc., as public relations counsel and advisor 
on a new and amplified national program, and has set up a policy of build- 
ing oil burning appliance sales by promoting acceptance of oil as a fuel. 

The board appointed a sales promotion and public relations commit- 
tee composed of M. F. Cotes, Motor Wheel Corporation; J. J. Donovan, 
General Electric Company; J. H. O’Brien, Petroleum Heat and Power 


Company; F. H. Dewey, 
Timken Silent Automatic Company; 


Gar Wood Industries, 


Inc.; M. A. Powers, 
and R. S. Beale, Norge Corporation. 


Coca Cola to Sponsor Ray Noble 


Atlanta, Ga., Oct. 11—Starting Oct. 30, Coca Cola Company will pre- 
sent Ray Noble and his orchestra in a new series over a coast-to-coast 


network of more than 80 Columbia 


program will mark Noble’s debut under Coca Cola sponsorship. 


Broadcasting System stations. The 
It will 


originate from WABC, New York, and will be heard each Wednesday from 
9:30 to 10 p. m., EST. 


radio and publishing interests, called 
by the drug, chemical and allied 
trades section of the New York 
Board of Trade, it was revealed that 
the drug and cosmetic industry did 
not learn of the proposed legisla- 
tion until a week ago, although De- 
partment of Health authorities have 
been secretly preparing the plan for 
nearly 11 months. 

The purpose of the meeting was to 
organize a committee to ask that the 
mayor’s office postpone the hearings 
at least until the drug and cosmetic 
industry could prepare a defense of 
the present ordinance. This request 
for postponement has since been de- 
nied. 

Delay Is Sought 


Frank Blair and James Hoge, vice- 
chairman and counsel respectively 
for the Proprietary Association, ex- 
pressed what seemed to be the con- 
sensus in asking that action be de- 
layed until federal legislation on this 
subject has been acted on. 

It was said that, although the city 
administration has not yet taken a 
definite stand on the proposed amend- 
ments, special revenue producing 
features have been incorporated into 
the plan designed to assure adminis- 
tration support. The tentative draft 
stipulates that manufacturers of pro- 
prietary and patent medicines or of 
cosmetics must register each sepa- 
rate product with the Board of 
Health, paying a $25 fee for each in- 
dividual registration. Registration 
must be renewed annually with fur- 
ther payment of $10 per product. 

Other provisions define medicines 
and cosmetics and prohibit false or 
misleading statements about prod- 
ucts in publication advertising, radio 
broadcasting or through other me- 
diums. Penalty for infraction of 
these regulations is revocation of reg- 
istration. 

The fear was voiced by several that 
approval of these measures, which 
were described as more drastic than 
the provisions of the original Tug- 
well Bill, would cause thousands of 
small communities unable to balance 
their budgets to enact similar stat- 
utes for revenue purposes. 

Another clause provides that any 
new advertising labels or packages 
must be filed with the Board of 
Health for three months before gen- 
eral release. 

Lee Bristol, vice-president of the 
Bristol-Myers Company, and other 
speakers pointed out that, “since New 
York City is the headquarters of 
manufacturers’ interests and there- 
fore the nerve center of the drug in- 
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ADVERTISING AGE 


October 14, 1935 


dustry, the New York City Board of 
Health would become the arbiter and 
censor of all drug and cosmetic na- 
tional advertising.” 

“It is,” continued Mr. Bristol, “the 
most damnable, dastardly piece of 
legislation in my experience. No 
manufacturer in this city can comply 
with its measures and stay in busi- 
ness.” 

James Hoge pointed out that, 
should the amendments be approved, 
“if the Board of Health thinks that 
there is anything misleading in your 
advertising, it can revoke your cer- 
tificate, and that is censorship be- 
cause I don’t see how advertising can 
be carried out on a national scale 
without taking in New York City.” 

Frank Blair, who presided, said 
that the first notice of the amend- 
ments was in the form of a newspa- 
per release issued Oct. 5 by the De- 
partment of Health. He implied that 
the Commissioner of Accounts had 
apparently planned the measure so 
that revenue to be derived might be 
included in the city budget which 
will be closed a week from Monday. 

He said the plan, as made public 
by the Health Department, was a 
summary of the proposed ordinance, 
“which contains 500 pages,” and 
which would take a great deal of 
time to study and digest. 

At one point during the meeting 
an unidentified protestant arose and 


said that the assemblage “might be 
interested to know that the counsel 
for the Board of Health who is 
largely responsible for this measure 
is also counsel for Consumers Re- 
search, Inc.” 


Other Opponents 


Among others who were present 
and who unanimously condemned the 
proposed plan were Colonel Falk, 
Advertising Federation of America; 
Edgar Kobak, National Broadcasting 
Company; H. K. Boice, Columbia 
Broadcasting System; E. F. McClin- 
tock, Sterling Products, Inc.; Wil- 
liam Resor, J. Walter Thompson 
Company; James J. Clark, Liggett 
Drug Company; and Charles Huis- 
king, president of the United Medi- 
cine Manufacturers’ Association. 


K. & E. Celebrate 
Kenyon & Eckhardt, Inc., New 
York, celebrated its sixth annivers- 
ary Oct. 1 at a dinner attended by 
70 members of the organization. At 
the dinner, it was announced that a 
20 per cent gain in business of the 

agency is indicated for 1936. 


Brings Out New Cigars 

The Hav-A-Tampa cigar interests, 
Tampa, Fla., have brought out two 
new cigars: one, the King Bee, to 
sell at two for five cents, and the 
other, called Tampa Custom House, 
to sell at five cents. 


McCLURE GROUP 
TO BE ABSORBED 
BY CRITCHFIELD 


Chicago, Oct. 10.—Merger of the 
advertising organization of W. Frank 
McClure with Critchfield & Co., ef- 
fective Nov. 1, was announced today 
by Mr. McClure and Scott S. Smith, 
president of Critchfield. Quarters at 
612 N. Michigan Ave. are being en- 
larged to accommodate the expanded 
agency. Mr. McClure will become 
executive vice-president and a direc- 
tor of Critchfield & Co. H. D. Sul- 
cer and Charles C. Greene will be 
vice-presidents. Others who accom- 
pany Mr. McClure to Critchfield are 
Joseph Hunter, copy; Al Shebel, 
radio director; Anita Simpson, G. 
R. Stewart, G. M. Helman and Irv- 
ing Bryer, account executives. 


Accounts Listed 


Among accounts to be added to 
the Critchfield list are the Alton 
Railroad, Great Western Railroad, 
Stevens Hotel, Selected Shares Cor- 
poration, A. G. Becker & Co., and 


“Let’s get down to facts, stranger... 


“It takes advertising in The Des Moines Register and Tribune to catch them that big.” 


The more than a quarter million Des Moines Register and Tribune Circulation 
reaches the Top-Third of lowa's potent purchasing power at lowest milline rates 
in lowa . . . a hook that always pulls sales! 
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WATCH THE 
MINNEAPOLIS STAR 


PRINCIPALS IN AGENCY MERGER 


Left, Scott S. Smith, president of Critchfield & Co.; right, W. Frank 
McClure, who has joined Critchfield as executive vice-president. 


other financial and educational ac- 
counts which are becoming increas- 
ingly active. 

Scott S. Smith, president of Critch- 
field & Co., assumed charge of that 
agency’s Minneapolis office 18 years 
ago and three years later became 
head of the company. Among 
clients he has served are Ford, Fire- 
stone, Chrysler, Wheeling Steel and 
others of large calibre. 

W. Frank McClure, prior to joining 
Carroll Dean Murphy, Inc., was in 
charge of the Chicago office of Al- 
bert Frank & Co. He has been ac- 
tive in organization work for many 
years. He was chairman of the Na- 
tional Advertising Commission for 
nine years; a member of the execu- 
tive board of the Advertising Fed- 
eration of America for two years, 
and is a director of the Chicago Bet- 
ter Business Bureau. He was a 
leader in the amalgamation of Chi- 
cago advertising organizations under 
the banner of the Chicago Federated 
Advertising Clubs and became first 
president of the new body. 


Storrs & Bement Show 
Boston Artists’ Work 


Storrs & Bement Company, Boston 
paper house, is holding an exhibition 
of original drawings of Boston ad- 
vertising artists, including Richard 
Bartlett, John Bliss, Charles Capon, 
John Cook, Roland F. Cosimini, Her- 
man Dean, Charles Donelan, Frank 
Duffy, T. B. Hapgood, W. A. Dwig- 
gins, Walt Harris, Ralph Heard, 
George Marsh, Kenneth E. Morang, 
Forrest Orr, Philip Palmstrom, Har- 
old I. Smith and George Trenholm. 
The exhibit will be open until Nov. 2. 


Gooder Tells Adclub 


of Color Preferences 


Leslie M. Gooder, vice-president of 
Wrenn Paper Company, Middletown, 
O., was speaker at the first fall meet- 
ing of the Advertising Club of 
Springfield, Mass., held Oct. 1. 
According to a survey of the use 
of colored blotters as advertising 
pieces, violet had the strongest ap- 
peal for men, while dark blue was 
the favorite of women, Mr. Gooder 
said. 


Crumble Cut Launched 


Axton Fisher Tobacco Company, 
Louisville, Ky., has started deliver- 
ies to local jobbers of a new pipe to- 
bacco known as Crumble Cut, which 
will sell at ten cents for one and one- 
half ounces. The product is packed 


in waxed paper and enclosed in a 
rubberized tobacco pouch. 


Canada Plans 
ToExpand Ad 
Fund for ’36 


Boston, Mass., Oct. 10.—Advertis- 
ing, largely carried in newspapers, 
so increased American tourist trade 
to Canada during the past season 
that the Dominion of Canada will 
greatly increase its appropriation 
for 1936, D. Leo Dolan, director of 
the Canadian Travel Bureau, in- 
formed the Advertising Club of Bos- 
ton in a talk here this week. 

Tourist business for the Domin- 
ion increased by 30 per cent. In 
some sections the increase reached 
75 per cent. Moreover, reports have 
come from hunting camps this fall 
that reservations have increased by 
almost 100 per cent. This year’s 
tourist trade included a better class 
of traveler than has been the case 
for many years, Mr. Dolan said. 

He pointed out that for years Can- 
ada sat idly by and watched Euro- 
pean nations advertise and obtain 
the great bulk of American vacation 
travel. Then the Dominion govern- 
ment acted. In April, 1935, adver- 
tisements were placed in 35 daily 
papers and 20 magazines in Amer- 
ica. The immediate result was a 
total of nearly 6,000 inquiries. 

The newspaper schedule was in- 
creased to 56 dailies and one Sun- 
day issue and still later the sched- 
ule was changed to include 13 Sun- 
day papers, 34 dailies and 19 maga- 
zines. 

Up to the end of September the 
tourist office had handled more than 
30,000 direct inquiries. Coupon ad- 
vertising, in Mr. Dolan’s opinion, is 
not satisfactory. March, April and 
May proved the best months, from 
the point of view of inquiries re- 
ceived, indicating that Americans 
plan their vacations early. 

More persons crossed from Amer- 
ica into Canada during 1934, he 
said, than crossed any other inter- 
national boundary in the world. The 
total for 1934 was about 14,000,000. 
In July, 1935, the number was 2,- 
562,000. 


Wilding Opens Office 
Wilding Picture Productions, Inc., 
Detroit, has opened a Chicago office 
at 624 S. Michigan Ave. L. M. Fran- 
cisco is in charge. 


IT a 


—the Champagne of 
newspaper advertising. 


Metropolitan: 
CircuLaTtion 


6.068.300 


‘Weekly 


@ Advertising Offices 
NEW YORK @ CHICAGO 
and SAN FRANCISCO 
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i WBEN Boffalo.................... NBC 
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"= WDAF = Kansas City.............. NBC 
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iad WTAR Norfolk................... NBC 
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ad- 
A Y ; . peed } Partiee........:...:..... NBC 
rom our dealers want these radio stations on your Spot Broad- 
— WEAN  Providence.............. CBS 
my casting schedule because— KSL Salt Lake City.......... CBS 
a WOAI _ San Antonio............ NBC 
> These are the stations they and their families listen to most and— =" } chook NBC 
3 2,- 
| Because they know from experience that these stations will ae } Spokane.................. NBC 
ic send the greatest number of “bent on buying” customers WMAS | Springfield.............. CBS 
BVG@e Teka... ...... NBC 
‘ai into their stores. KFHWichita................... CBS 
Also 
More sales—more profits—for your dealers. More sales— YANKEE NETWORK 
a TEXAS QUALITY NETWORK 


more profit—for you. 


NORTHWEST TRIANGLE 


Represented throughout the United States 
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EDWARD PETRY 


aad & COMPANY 
. INCORPORATED 
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. SAN FRANCISCO 
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NATIONAL BRANDS 
WHOLESALE GROUP 
ENTERS ST. LOUIS 


St. Louis, Mo., Oct. 8.—National 
Brands Stores, Inc., which now has 
402 independent wholesale supply 
house members in 45 states, and more 
than 12,000 retail grocers as associ- 
ates, announced its invasion of the 
Greater St. Louis market last Friday 
with three pages in the St. Lowis 
Globe-Democrat. 

Almost 100 stores were listed in 
the opening announcement. The ad- 
vertisement also introduced Hassen- 
deubel Grocery Company, St. Louis, 
as N. B. S. wholesaler for the dis- 
trict. 

One page was devoted to the his- 
tory of National Brands Stores. The 
year 1934 was cited as the period in 
which the response of wholesale 
grocers in joining the organization 
indicated that the organization had 
won general acceptance. 

During the past ten months whole- 
sale grocers have enrolled at a pace 
never before equaled in food trade 


history, the announcement copy de- 
clared. 

N. B. S. stores offer a seven-point 
service, it was stated: low prices, as 
the result of national buying and 
merchandising power; quality foods; 
complete stocks; shopping ease, re- 
sulting from modern store arrange- 
ment; personal attention—‘the cour- 
tesy of an individual owner”; com- 
munity welfare—‘“every N. B. S. 
store is home-owned”; and national 
organization—“the power of a coast- 
to-coast affiliation.” 


Provide Correct Answer 


“Housewives will find the National 
Brands Stores’ idea something they 
have been praying for all these 
years,” the advertisement declared. 
“These stores offer the food bargains 
every woman yearns for and in addi- 
tion provide those reliable quality 
food and grocery products that may 
be purchased with fullest assurance 
of satisfaction.” : 

A double-page spread in the an- 
nouncement told of a “Get-Acquainted 
Sale,” and advertised many of the 
brands to be sold by the cooperating 
stores. Considerable space was also 
devoted to fruit, vegetables, and 
other produce, including dairy prod- 
ucts. 

As in other cities, the stores in the 
St. Louis district will advertise co- 
operatively, Full-page advertise- 


ments will be scheduled from time to 
time. 

Of the growth of N. B. S. stores, it 
was stated that “little did the C. D. 
Shafer Company of Athens, O., real- 
ize a few years ago at the formation 
of a local voluntary group, that its 
enterprise would develop into the 
nation’s largest wholesale grocer or- 
ganization.” 

Soon after inauguration of Na- 
tional Brands Stores in Athens, F. E. 
Dowler, vice-president of the C. D. 
Shafer Company, conceived the idea 
of a national organization of whole- 
sale grocers set-up on a new basis. 

“Under this plan wholesale grocers 
would not be forced to pay the custo- 
mary franchise fee. All costs of op- 
eration of a headquarters staff, main- 
tained for the benefit of members, 
would be derived from a small por- 
tion of the savings resulting from 
the joint activity of wholesale grocer 
members.” 


Organize Nationally 


To get the reaction of another 
wholesale grocer, Mr. Dowler wrote 
Alfred M. Lewis, Riverside, Cal. 
Within a short time National Brands 
Stores, Inc., was organized, with Mr. 
Dowler as president, Mr. Lewis as 
vice-president, C. D. Shafer as treas- 
urer, and R. E. Slaughter as secre- 
tary. 

Mr. Lewis launched a campaign to 


BALTIMORE 


NEWS: PO 


Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 
Ropney E. Boone, General Manager 


from an average Sunday circulation of 214,180 
for the year ended September 30, 1934 


to a Sunday average of 


247.842 


for the year ended September 30, 1935 


Now the largest circulation in all the South is 
a better buy than ever. 


The Baltimore American 


figures taken from publisher's statement 


26.820 


from a daily average circulation of 173,881 
for the year ended September 30, 1934 


to a daily average of 


200.701 


for the year ended September 30, 1935 

Here’s the greatest year-round circulation 
ever built by a Baltimore daily—enabling ad- 
vertisers to practically blanket the market 
with this one newspaper— for only 35¢ a line. 


FREE PUBLICITY FOR U. S. BRANDED PRODUCTS 


HE FORGOTTEN CONSUME 


sForgotten for five years under Bennett and Stevens 
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Introducing a new display advertising departure in Canadian elec- 


have been marked by numerous arguments over comparative U. S.- 

Canadian living costs, the Liberal party has launched a series of 

half-page newspaper advertisements showing comparative prices on 
widely known brands. 


enroll wholesale grocer members in 
the far west, and Mr. Dowler started 
similar activity in all other sections 
of the United States. Headquarters 
offices were then opened in Chicago, 
under direction of Charles G. Brand- 
ner, and in San Francisco, in charge 
of A. M. Kaler. 


To Stage Ice 
Drive at Cost 
OF $3,000,000 


Detroit, Mich., Oct. 10.—Approxi- 
mately $3,000,000 will be spent in 
1936 by ice and ice refrigerator man- 
ufacturers in national and nation- 
wide tie-up advertising. 

Of this amount, about $500,000 will 
be used for advertising in national 
magazines and in radio programs, 
and the remainder in ice company 
tie-ins and collateral advertising. 

Choice of advertising counsel and 
approval of copy and mediums will 
be in charge of a committee selected 
from ten divisions of the country. 
Ice refrigerator manufacturers have 
selected a committee of three to work 
with the former committee. 


90% to Cooperate 


On the manufacturers’ committee 
will be: W. L. Arndt, Coolerator Com- 
pany, Duluth; R. T. Frazier, Tennes- 
see Furniture Corporation, Nashville, 
and W. H. Cloud, Progress Refriger- 
ator Company, Louisville. 

Ice Refrigeration Bureau, with 
headquarters in Detroit, will prepare 
a complete local advertising and edu- 
cational campaign, to be sold to all 
ice companies in whole or in part. 
The Bureau is composed of represen- 
tatives of each unit ice association 
cooperating in the campaign. 

The 1936 campaign will be the first 


national sales drive in which almost 
every unit in the ice and ice refrig- 
erator industry will take part. Its 
sponsors assert that at least 90 per 
cent of the industry will cooperate in 
the drive. 

The national advertising program 
will act as a background for local or 
unit advertising, including refriger- 
ator manufacturers’ sales _ helps. 
These will be sent direct to the con- 
sumer with name and address of the 
local ice dealer. 


Gundlach, Crain 
to Address E. A. A. 


E. T. Gundlach, Gundlach Adver- 
tising Agency, and G. D. Crain, Jr., 
publisher of ADVERTISING AGE and 
Industrial Marketing, will address 
the Engineering Advertisers’ Associ- 
ation, Monday night at the Chicago 
Federated Advertising Clubs rooms, 
La Salle Hotel. 

W. D. Murphy, advertising man- 
ager, Sloan Valve Company, has 
been elected vice-president of the 
E. A. A. by the board of directors, 
and Milo E. Smith, advertising man- 
ager, Chicago Bridge & Iron Works, 
has been elected a director. 


Club to Hear Speyer 


George N. Speyer, production man- 
ager for the past 20 years in the Chi- 
cago office of J. Walter Thompson 
Company, will be guest speaker at 
the meeting of the Chicago Financial 
Advertisers Oct. 9 at the Chicago 
Federated Advertising Club, La Salle 
Hotel. He will speak on present day 
methods and trends in the physical 
aspects of advertising. 


Death Takes Howland 


Arthur Howland, 67, distinguished 
for his work in color research and 
for the invention of the Howland 
color photometer, a device for meas- 
urement of color, died Oct. 1 at his 


home in Cambridge, Mass. 


modern magazines 


Modern Screen e Radio Stars e Modern Romances e 149 Madison Ave., New York 
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Readers of 


-— Ehe Boston Post 
: Buy the Most! 


| per 
te in 
“pe ( Boston Post .........172,937 
r | Boston TRAVELER ..... .. 89,482 
iger- ° Evening GLOBE ..... ieee 73,920 
= jy72 72 32 Automobiles—| 22.22% oo" a 
e the Morning GLOBE ....... «+. 68,385 
Boston TRANSCRIPT ..... 19,622 
; Boston Post......... 146,954 
Ae Mechanical . Boston TRAVELER ....... 77,313 
Boston HERALD .......... 67,129 
and 146 72 54 Refrigerators— Svene GLOW 07. Sa 
orning ULUBE ..... eeece > 
seed Boston TRANSCRIPT cocee Sees 
cago 
,0mMs, 
man- Boston Post ......... 205,529 
| = 2 O iy 5 2 g Boston TRAVELER ....... 100,902 
B HERALD ..... ici 
a y Telephones— tere Ree? nn 28s 
orks, Morning GLOBE ........ -. 82,788 
Boston TRANSCRIPT ..... 27,022 
. 
Ch —and still, Boston Post readers comprise the LARGEST potential 
np : 
3S market for AUTOMOBILES — REFRIGERATORS — TELEPHONES 
lic e « 
Salle or anything else that can be sold through any daily newspaper. 
ysical 
d Such overwhelming reader preference for one newspaper by such a large proportion 
ae of the families in one of the most important markets in the United States shows why 
Bao The Boston Post produces such outstanding results for its advertisers year after year. 
meas- 
at his 


Statistics in this advertisement compiled from a recent survey of Newspaper readers 
independently conducted by Consumer Surveys, 177 Milk St., Boston. 


( 


he Boston Post — 


New England’s “GOOD MORNING” for 104 Years 


Latest A. B. C. Yearly Average Figures 
The Boston Post has by Morning Herald. "122,927 
far the largest net paid Morning Globe. . . 128,404 
daily circulation in New 4 Evening Globe. . . 133,192 


England. Evening Traveler 169,891 


For the month of August The Boston Post gained 12,774 copies per day over the same month 
last year, without contests, subscription premiums, or circulation padding schemes of any sort. 
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Files Petition 
In Bankruptcy 
On Tower Group 


New York, Oct. 10.—Catherine Mc- 
Nelis, president and sole owner of 
Tower Magazines, Inc., filed a volun- 
tary petition of bankruptcy on be- 
half of the company Oct. 8 in the 
federal court at Scranton, Pa. 

The youthful president of the big 
and, until recently, phenomenally 
successful publishing house has 
made no explanation, other than the 
court action, of her difficulties and 
plans since the October issues of the 
six Tower publications failed to 
appear on newsstands and Wool- 
worth counters after the editions 
had been plated and proofed. 

It is understood she intends to 
continue in this field and that there 
is no decision as yet as to whether 
the Tower publications will be per- 
manently suspended. Production 
was completed on November issues, 
and many members of the organiza- 
tion are still employed. 

Liabilities of $400,000 were listed 
in the petition and high printing 
costs were blamed for the failure. 
Principal creditors are Hall Printing 


Company and International Paper & 
Power Company. 

In order to supply the 1,900 Wool- 
worth outlets with enough copies to 
guarantee the sales’ potential, 
Tower, it is said, has had to defray 
the expense of a heavy return 
amounting the past year to about 17 
per cent of the 1,500,000 run on each 
issue. With a production cost esti- 
mated at seven cents a copy, this 
item bit heavily into revenue. A 
change to larger page sizes and line- 
age losses occurring in connection 
with changes of personnel in the 
business department also cut the 
net, according to report. 

It is believed that the “Woolworth 
franchise” is an informal agreement 
in the nature of Miss McNelis’ per- 
sonal property and that it will not 
be found in the assets of the cor- 
poration. 


“True Story” Boosts 


Guarantee and Rates 
Effective with the February, 1936, 
issue, the circulation guarantee of 
True Story Magazine will be ad- 
vanced from 1,800,000 to 1,900,000. 
The black and white advertising page 
rate will be increased proportion- 
ately from $4,000 to $4,250. 
Contracts from new advertisers 
will be honored at the old rates 
through January, 1937, if placed by 
Oct. 26, 1935. 


Hoffman of New Jersey 
Is Awarded Club Medal 


Governor Harold G. Hoffman of 
New Jersey was awarded the Poor 
Richard Medal of achievement by the 
Poor Richard Club of Philadelphia 
at its luncheon meeting Oct. 1. 
Charles E. Eyles president of the 
club, presented the medal. 

A number of Philadelphia’s out- 
standing figures in advertising, busi- 
ness and finance were speakers at 
the luncheon. Among these were: 
E, T. Stotesbury, of Drexel & Co.; 
Conrad N. Lauer, A. Atwater Kent, 
John C. Martin, publisher of the 
Philadelphia Evening .Ledger; F. 
Wallis Armstrong, of F. Wallis Arm- 
strong Company, and J. Hampton 
Moore, mayor of Philadelphia. 


Jeins Mart’s Staff 


Lillian Winchester, formerly spe- 
cial writer for the Columbia News 
Service, Inc., news-gathering affiliate 
of the Columbia Broadcasting Sys- 
tem, has been added to the advertis- 
ing and publicity department of the 
American Furniture Mart, Chicago. 


Motor Master Appoints 


Motor Master Products Corpora- 
tion, Chicago, has appointed Ford, 
Browne & Mathews, Chicago, for ad- 
vertising of the Blue Crown spark 
plug, a new type recently developed 
by Motor Master. 
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In this paper last week Lord & Thomas advertised that in the 70 years of 
their existence they have placed advertising to the astounding total of 
$500,000,000. By a strange coincidence that is the exact figure that has 
been estimated for lowa's 1935 farm income. Think of it! A cool half 
billion dollars which lowa farmers-are spending and will continue to 
spend for food, clothing, machinery, home appliances — in fact, every- 
thing that they have been wanting for the past several years. In this fer- 
tile market the area served by The Cedar Rapids Gazette is tops. A 
smart place to spend the advertising dollar for maximum returns. 


Pictured above is the farm of Henry Grunewald, located in Benton County, lowa, 
about a thirty minute drive from Cedar Rapids. Harvesting bumper crops from 
260 acres of good lowa land has brought this farm a lot of cash income. There 
are a great many fine farms like this in the Cedar Rapids area. Prosperous farm 
families who live in this area are buying as they haven't bought for years. No 
advertiser can afford to overlook this market. 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


New York 


Chicago 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


Detroit 


St. Louis 


RORTY RIPS UP, 
FALK JUSTIFIES 
ADMEN'S WORK 


New York, Oct. 9.—While Col. Al- 
fred Falk, director .of the Bureau of 
Research and Education of the Ad- 
vertising Federation of America, ad- 
dressed the New York Dotted Line 
Club meeting at the Engineer’s Club 
on the justification of advertising in 
terms of social usefulness, James 
Rorty, formerly a crack copywriter, 
more recently author of a diatribe 
against advertising, “Our Master’s 
Voice, Advertising,” told some 40 
adult students attending the first 
of 15 weekly classes at the New 
School for Social Research, that “ad- 
vertising in its present state is 100 
per cent a racket.” 

At the Dotted Line Club meeting, 
new officers were elected by unani- 
mous vote as follows: Fred Fischer, 
Simmons-Boardman Publishing Com- 
pany, president; Frank Lederla, 
Haire Publishing Company, vice-pres- 
dent; John A. Kershaw, Power Plant 
Engineering, chairman of program 
committees. Four new members 
were elected to the executive com- 
mittee: William LeBrecht, Chilton 
Publications; M. C. Robbins, Jr., 
Robbins Publishing Company; T. E. 
Alcorn, McGraw-Hill Publishing Com- 
pany, and W. J. Osborn, Keeney 
Publishing Company. 

Members of the club stood for a 
moment in silent homage to the late 
Jack King, formerly Eastern adver- 
tising manager of National Petro- 
leum News and to the late George 
Slate, formerly vice-president of 
Simmons-Boardman Publishing Com- 
pany. 


Carefully Documented Survey 


Col. Falk’s address was a care- 
fully documented survey displaying 
advertising as a constructive force. 
Its value from a humanitarian stand- 
point was proven. It was admitted 
that current advertising is not com- 
pletely efficient but it was shown 
that its effectiveness is increasing 
daily. 

“The service of advertising to the 
public,” concluded Mr. Falk, “is real, 
tangible and immediate. Its social 
value is demonstrated by any fair 
analysis of its economic functions. 
As an efficient aid to business, ad- 
vertising is the most mobile and eco- 
nomical prime force in distribution. 
Its results are definitely measurable 
on a cost and profit basis. It is more 
than a competitive weapon. It isa 
tool for individual and collective 
economic progress.” 


Rorty Gives Course 


Mr. Rorty’s lecture was the 
inaugural of his course entitled, “A 
Functional Critique of Advertising.” 
The school catalogue explains that 
the course will cover, “How adver- 
tising sells itself to industry, to 
trade, to the public. Does advertis- 
ing sell goods, or ideas, illusions, 
economic and social patterns of be- 
havior. Primary, secondary and 
tertiary forms of advertising para- 
sitism. Fear, sex emulation—the 
primary advertising appeals. Cul- 
tural consequences of literate moron- 
ism as manufactured by advertising. 
Schools of advertising as forms of 
educational perversion and sabotage. 
Productive and distributive wastes, 


scientific and technical sabotage en- 
tailed by advertising.” 

The class, several of whom had, 
it seemed, signed for the course in 
the misconception that it was a 
course of instruction in advertising 
technique, received upon entering a 
mimeographed sheet entitled “Bibli- 
ography.” An important instruction 
appearing there stated, “Members 
of the course who have not read 
Marx, Veblen, Tawney and Corey 
are urged to do so since the lecturer 
will continuously be using the gen- 
eral concepts fully developed by 
these writers.” 

In amplifying his allegation that 
advertising is a racket, Mr. Rorty 
stated that 60 per cent of the people 
employed in advertising work have 
never bothered to question the 
ethics of their profession. The re- 
maining 40 per cent, he said, are 
conscious of its basic wrongness, but 
defend their stand by assuming 
that there is no morality in business. 


Just an Incidental 


The torrent of abuse of advertis- 
ing was punctuated by frequent as- 
surances that the lecturer was “not 
being cynical, but just trying to de- 
scribe a condition.” 

His attitude toward advertising, 
he said, was the merest incidental 
to his attitude toward the present 
social plan. 

“Don’t try to reform advertising,” 
he urged his class, “It is a compon- 
ent part of a civilization that is 
wrong. Any reform of advertising 
would be only a surface reform of 
society. We must apply the 
Marxian formula of revolution and 
build from the bottom. That process 
is developing now.” 

In speaking of radio advertising, 
he said, The government has made 
a collossal failure in allowing radio 
to slip into the advertising business 
at all. It is an advertising racket 
and now must be practiced as such.” 

He said that he hoped in later lec- 
tures to get well known advertising 
men to share the burden with him. 

After his talk, he told ADVERTISING 
AGE that the school had asked that 
his course be a development of his 
book “Our Master’s Voice, Advertis- 
ing.” That book, he said, sold only 
3,000 copies. 

He will publish next month a new 
volume about his recent experiences 
in traveling through America. He 
expressed the hope that this one will 
sell 6,000 copies. He admitted dis- 
appointment that his course had at- 
tracted advertising people seeking 
instruction in advertising technique 
rather than consumers. 


Biggar and Safford 
Get WLS Promotions 


WLS, Chicago, has revised its pro- 
gram department structure and has 
elevated George C. Biggar, veteran 
program director, to the new post 
of director of program promotion. 
He will devote his entire time to pro- 
gram idea creation and development. 
Harold Safford, formerly chief an- 
nouncer, succeeds Mr. Biggar as pro- 
gram director. 

John Baker has joined WLS, to 
conduct the WLS Dinnerbell pro- 
gram, and other farm programs. Mr. 
Baker was formerly a member of the 
faculty of Massachusetts State Col- 
lege, where he was in charge of 
radio programs, specializing in farm 
services. 


Signs Appropriaton Bill 
The Staudenmaier bill, providing 
the Wisconsin conservation depart- 
ment with an annual appropriation 
of $50,000 to advertise the state as a 
tourist haven, has been signed by 
Gov, LaFollette. 


(Advertisement) 


Business News Interests Bankers 
Financial News — Business Men 


The Central West’s diversified indus- 
tries make news: news which written 
tonight guides business tomorrow. 

Each day activities change many con- 
ditions and countless prices. These day 
to day changes affect business plans. 
This is the news executives watch for. 
It means profit or loss. 

Chicago Journal of Commerce, the 
Central West's daily morning business 
newspaper, publishes exclusive news of 
the Central West’s basic industries. It 
provides the Central West’s only com- 


plete financial news. This essential cov- 
erage of daily happenings attracts 
corporate executives, the bank officers 
with whom they discuss credit prob- 
lems, and investment bankers who 
finance and refinance companies. 

78% of Chicago Journal of Commerce 
circulation are men in general business. 
22% are in finance—investment bank- 
ing, brokers, officers in banks. An ex- 
cellent coverage of business executives 
—both finance officers and production 
heads. 
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- + Again, in September 
Oklahoma Business Shoots Ahead 


For the third consecutive month, Oklahoma City merchants have 
closed their books on record business. September, like July and 
August, found old sales peaks topped, and city merchants smiling. 
All indices predict business that has been oitherien momentum 
during the past three months will continue with increasing speed 


during the rest of the fall and winter. 


Advertisers who wish to go places in Oklahoma's first market. . . 
the Oklahoma City trade area . . . will get maximum results from 
their advertising dollars by concentrating their advertising in the 
Oklahoman and Times. These newspapers will put their sales- 
story over in 9 out of every 10 homes inthe city . . . 3 out of every 


5 in the trade area... at the lowest milline rate in the state! 


September Highs That Promise 
Continued Good Business 


1935 farm incomes estimated at $321,- | September department store sales up 
346,898: $145,448,819 of which goes 2.4%. 


to farmers in the Oklahoma City trade 
September bank debits totaled $70,- 


area. 
619,000 compared with $64,292,000 in 
September check transactions totaled September, 1934. 


$88,596,000 against $75,512,000 in 
September 1934... a 17.3% gain. Real estate activities during September 


show a substantial increase . . . $1,404,- 
September building permits reached 603 in deeds were recorded while in 
$226,445, while September, 1934, was September, 1934, only $322,763 were 
only $41,840. filed. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


National Representative: E. Katz Special Advertising Agency 
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BIG CAMPAIGN 
PROMOTES G-E 
MODEL HOUSES 


Carries “New  American’” 
Home Story Over Nation 


New York, Oct. 10.—Simulta- 
neously with the launching of an 
extensive national magazine cam- 
paign by General Electric Company, 
G-E distributors throughout the na- 
tion are boosting the G-E “New 
American” home demonstration plan 
with large space in newspapers. 

More than 1,000 modern homes 
are under construction or are now 
completed throughout the country, 
under G-E sponsorship. The G-E 
program’s goal is a minimum of 
2,000 completely electrically 
equipped homes, with a_ possible 
maximum of 5,000 homes. 

The newest G-E electrical appli- 
ances and equipment are supplied 
to the contractors building the 


homes, for payment upon comple- 
tion of the homes and without profit 
to the company. 

The “New American” homes, now 
being promoted in wide-spread na- 
tional and local advertising, were the 
outgrowth of the national architec- 
tural competitions sponsored by 
G-E early this year, in an effort to 
develop a modern home-conscious- 
ness in the country, and to help the 
building industry back to prosper- 
ity. 

Magazine advertising pictures the 
“New American” homes, which are 
being thrown open for public inspec- 
tion as fast as they are completed. 
The relationship of electric equip- 
ment to modern homes is empha- 
sized in copy. 


Uses Four Colors 


Advertisements in four colors are 
appearing in the October issues of 
American Home, Esquire, Good 
Housekeeping, House and Garden, 
and House Beautiful, and in Novem- 
ber issues of Better Homes and Gar- 
dens, Ladies’ Home Journal, and 
McCall's. A four-color advertisement 
also was run in the Saturday Eve- 
ning Post of Oct. 12. 

Business publications being used 
include American Architect, Ameri- 
can Builder, Architectural Forum, 
Electrical Merchandising, Electrical 


World, National Real Estate Jburnal, 
and Pencil Points. 

J. F. Quinlan is the manager of 
the New American Demonstration 
Home Building Plan. National ad- 
vertising of the “New American” 
homes is being handled by Batten, 
Barton, Durstine & Osborn, Inc. 

It is expected that local G-E dis- 
tributors will place large space in 
more than 350 Sunday newspapers. 
The Detroit Free Press carried an 
eight-page section Sunday and the 
Pittsburgh Sun-Telegraph will carry 
a 20-page section this Sunday. 

On Saturday, two New York 
dailies will carry large advertise- 
ments placed by distributors. Space 
has also been scheduled for Sun- 
day in three New York newspapers. 


Hold Employe Meeting 


Chicago, Oct. 9.—The death-knell 
is being sounded for the depression 
in the home building industry of 
the United States, T. K. Quinn, vice- 
president of the General Electric 
Company, told an audience of al- 
most 4,000 employes of General 
Electric and its subsidiaries at Me- 
dinah Temple last night. 

The mass gathering marked the 
inauguration of a three-week pro- 
motional and advertising campaign 


1935 WHEAT CROP POURS $40,195,000 
NEW WEALTH INTO SPOKANE MARKET 


tile territory. 


paid Inland Empire 


Treasury. 


OR over a century 
wheat has been a 
source of wealth in 

the Spokane area— grown 
first by fur traders in mea- 
ger patches near their stock- 
ades — later, by pioneer 
settlers with the aid of the 

oxen which had drawn their 
covered wagons across the 
Rockies to this newer, more fer- 


In 1935 with tractors in place of 
cattle, on square miles instead of 
square yards, the wheat output of 
Spokane’s Inland Empire swelled to 
60,902,140 bushels, one-tenth of the ile 3 
nation’s 1935 wheat output, and 
valued at harvest time at $40, 

195,412. This in addition to 
$14,000,000 in crop bounties 


mers from the U. 


Spokesman - 


far- 


S. 


is pouring right now into 
trade channels, along with 
Lumber money,. Live Stock 
and Fruit money, and Grand 
Coulee Payroll money — All 
of which assures results for 


Spokane Daily Chronicle adver- 
tisers whose schedules start in the 
immediate future — Dailies rooted \\ 
into the affections and habits of \ 
Spokane and Inland Empire people for 
over half a century each—more than | 
90,000 circulation (85% UNdupli- 
cated) for 101,247 urban families. ¥ 


-Review and 


\ 


NOTE HOW CLOSE 
™ THE WHEAT FIELDS 
~_ARE TO TOWN 


SPOKANE, WASHINGTON 
ADVERTISING REPRESENTATIVES 


it ROSALIA, WASHINGTON 


/ 


hronitle 


W 


EVENING 


JOHN B. WOODWARD, INC., NEW YORK — CHICAGO — DETROIT — BOSTON — KANSAS CITY — SAN FRANCISCO — LOS ANGELES 
COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED NEWSPAPER COLOR, INC. 


for the company’s national housing 
program, to be climaxed in Chicago 
and suburbs Oct. 27 when seven of 
“New American” homes _ will be 
opened for inspection. A total of 
more than 50 of these homes will 
be built in this area. 

“The modern home development 
program sponsored by General 
Electric in cooperation with Fed- 
eral Housing Administration and 
hundreds of local agencies, archi- 
tects and building contractors is the 
most ambitious housing program 
ever to be undertaken by a single 
organization,” Mr. Quinn declared. 

“The result will be not only the 
long needed stimulant to revive the 
home building industry from _ its 
eight years of lethargy but will be 
a real boon to makers and sellers 
of all kinds of home equipment.” 


Other Meetings Planned 


The mass meeting last night was 
the first event of its kind to be held 
by General Electric, and is likely 
to be the forerunner of a series of 
meetings in G-E districts through- 
out the country. 

The gathering was made up 
largely of factory and office em- 
ployes of Edison General Electric 
Appliance Company, General Elec- 
tric Supply Corporation, G-E X-Ray 
Corporation, the district warehouse 
here, and also included salesmen of 
R. Cooper, Jr., Inc., G-E Chicago 
distributor. 

It was designed to acquaint all 
employes with the vast variety of 
G-E merchandise, and to. enlist 
their cooperation to the extent that 
they will actively promote the sale 
of G-E products to parents, friends, 
acquaintances, and neighbors. 

On the auditorium stage were dis- 
played G-E electric ranges, refrig- 
erators, laundry equipment, radios, 
vacuum cleaners, heating equipment 
and the “baby” of the G-E family, 
the garbage disposal unit. Many of 
these products were given away to 
employes, their families, and their 
guests, as door prizes. 

The program included demonstra- 
tions of the products, and a show- 
ing of the G-E sound picture in 
Technicolor, “Three Women.”  §S. 
Nide, advertising manager of R. 
Cooper, Jr., Inc., acted as chairman 
of the meeting. 

Advertising in the Chicago area, 
to announce the opening of the “New 
American” homes, will include use 
of newspaper space, radio, and di- 
rect mail. 

A section of ten or 12 pages will be 
run in the Chicago American for 
Oct. 26. It will carry advertising 
of General Electric Company and 
R. Cooper, Jr., Inc., as well as of 
insulating, flooring, plumbing, paint- 
ing, and other building supply con- 
cerns. Spot announcements will be 
made on the radio. The Chicago of- 
fice of Maxon, Inc., is in charge. 

Invitations to visit the “New Amer- 
ican” homes will be sent to the mem- 
bership of the Illinois Federation of 
Women’s Clubs in this area, to Ki- 
wanis, Rotary and other service 
clubs, to architects’ organizations, 
the Board of Trade, real estate or- 
ganizations, and other civic, busi- 
ness and professional groups. 


“The American Weekly” 


Shows Market Data 
“Where Business Is,” the latest 
presentation by The American 


Weekly of its analysis of population, 
buying figures and magazine circu- 
lation, was shown to an interested 
group of advertising and other trade 


journal executives in New York 
Wednesday. 
Mortimer’ Berkowitz,  vice-presi- 


dent, made an introductory talk, fol-. 


lowing which Irving Davis, promo- 
tion manager, presented Wm. 
Patchen, Eastern advertising man- 
ager, who handled the presentation, 
covering 29,900,000 American fami- 
lies and 44,000,000 wage-earners. 


Air Lines Appoint 


Pennsylvania Air Lines, Pitts- 
burgh, Pa., have appointed Brooke, 
Smith & French, Inc., Detroit, to 
handle their advertising, promotion 
and public relations program. A 
newspaper schedule is being planned 
for cities covered by the company, 
including Washington, Pittsburgh, 
Cleveland, Akron, Detroit, Lansing, 
Grand Rapids and Milwaukee. 


G-M ANNOUNCES 
NEW CADILLACS 
AND LASALLES 


Detroit, Mich., Oct. 11.—Featured 
as “The Royal Family of Motordom,” 
the 1936 lines of Cadillacs and La- 
Salles were announced today by 
General Motors Corporation, in a na- 
tion-wide advertising campaign, 

Three lines were presented, a Cad- 
illac-Fleetwood series, a Cadillac 
Series Sixty, and LaSalle. Prices are 
lower in all lines, especially in the 
Cadillac group, to which has been 
added the Sixty, an entirely new and 
smaller Cadillac. 

A complete advertising program, 
to follow the announcement cam- 
paign, is being placed by MacManus, 
John &- Adams, Inec., agency in 
charge. 

The Series Sixty marks a low price 
for a Cadillac unequalled since the 
four-cylinder models of 1908. It lists 
at $1,645 at the factory. This model, 
according to Cadillac officials, has 
been created for those who desire 
Cadillac quality and distinction in a 
personal car of convenient size. 

In line with the general trend of 
additional sales on the lower-priced 
cars in every large company, it is 
anticipated that much of Cadillac’s 
forthcoming campaign for 1936 will 
be built around this new model. 

The new Cadillac-Fleetwood Series, 
including the V-8, the V-12 and the 
V-16, all offer sharply improved val- 
ues in beauty, comfort and perform- 
ance, it was stated. Fleetwood bod- 
ies, standard throughout this series, 


»}all carry turret tops, this being the 


first application of steel top construc- 
tion to custom-built bodies. 

The 1936 LaSalle reveals further 
refinement of the slender lines which 
have created a new vogue in body 
design. Reduced LaSalle prices now 
range from $1,175 to $1,255 at the 
factory. 

The new Series Sixty Cadillac 
model is equipped with an entirely 
new V-8 motor of more than 125 
horsepower, advertising states, which 
provides spirited acceleration and is 
capable of road speeds up to 90 and 
100 miles per hour. It is being built 
in three Fisher body models on what 
is characterized as the most rigid 
frame ever employed on any Ameri- 
can automobile. 

In the closed models of the Series 
Sixty the turrent top, sides and en- 
tire rear floor are of steel. Body 
choices include a five-passenger, four- 
door touring sedan with rear trunk, 
a closed coupe with opera seat for 
additional passenger, and a convert- 
ible coupe with rumble seat. 

This year’s Cadillacs quietly fur- 
ther the trend toward streamlining, 
with slightly narrower radiators. 
Increases have been achieved in seat 
width, seat height and in head room, 
the latter having been accomplished 
without affecting the overall height 
of the car. 


_ _~ = 
Good Signs 
Need GOOD 
TRANSFORMERS 


83% of the country’s better Display build- 
ers use Acme transformers, Why? Trans- 
formers are the heart of luminous tube 


displays. Acme’s balanced mechanical and 
electrical design and other exclusive fea- 
tures assure greater brilliancy of illumina- 
tion—noiseless and trouble-free operation. 
The neon display builder that wants to 
give you more than your money’s worth— 
will recommend Acme Transformers. 


The Acme Electric & Mfg. Co. 
1452 Hamilton Ave. — Cleveland, Ohio 
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Anheuser-Busch 
Atlas Brewing 
Barnsdall Oil Co. 
Blatz Brewing Co. 
Boydell Bros. 
Carbide & Carbon 
Chemicals Corp. 
Chevrolet 
Chicago Motor Club 
Chi-Namel 
Cities Service 
Coca-Cola 
Cohen, Dan. 
Cook, W. F. 
Dow Drug Co. 
Fall City Brewing 
Florsheim 


Ford Hopkins 


“Writing in Lights,” a comprehensive analysis of all forms* of electric sign advertis- 
ing, brings facts necessary for you to determine the place electric sign advertising 
has in your advertising program for the year ahead. It will be mailed free upon request. 


Ford Motor Co. 

Four Roses 

General Electric 

Gipp Brewing 

Globe Union Mfg. Co. 

Goodyear 

Hann Brewing 

Hillman’s Food Stores 

Hiram Walker 

Hydrox-Kraft 

Illinois Central Railway 

International Harvester 

Kingsbury Brewing 

Liggett Drugs 

Little Dutch Candy 
Mill Corp. 

Lowe Brothers 

Martin-Senour 


Mid-Continent Pet. Co. 


Miller Brewing 
Miller Jones Shoes 
Miller-Wohl 
Minneapolis Brewing 
Mohawk Rubber Co. 
Monarch Foods 
Montgomery Ward 
Nunn Bush Shoes 
Old Dutch Cleanser 
Olson Rug Co. 
Pennzoil 

Phillips Petroleum 
Piggly Wiggly 

Pig Stands, Inc. 
Pittsburgh Plate Glass 
Pontiac Motor Co. 
Postal Telegraph 


‘(WRITING IN LIGHTS’’ 


* Spectacular, Point-of-Sale, and Factory Identification 


‘5 Nhoad? 


Advertising plans of National Advertisers for 1936 are in the 
making ... with interest centered on making advertising dollars 
a JUDICIOUS INVESTMENT rather than a NECESSARY EXPENSE. 


A TRIED AND PROVED 


* National Advertisers listed here continue to prove Federal electric sign advertising an im- 
portant tool in making their advertising dollars qualify as a JUDICIOUS INVESTMENT: 


. Seagram's 


Prima 
Pure Oil Co: 


Schoenhoefen 
Sears, Roebuck 
Selby Shoes 

Selz, Schwab & Co. 
Skelly Oil 

J. P. Smith Shoe Co. 
Standard Oil 
Sunbrite Cleanser 
Thompson's Restaurants - 
Wagner Beer Sales 
Walgreen Drugs 
Washington Shirt 
Weco Products Co. 
Western Union 


BALTIMORE 


LOUISVILLE MILWAUKEE 


Subsidiaries: 


NEW ORLEANS 


FEDERAL ELECTRIC COMPANY, INC. 
CLAUDE NEON FEDERAL COMPANY 
225 North Michigan Avenue, Chicago, Illinois 


CINCINNATI DALLAS DULUTH HOUSTON 
MINNEAPOLIS 
FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; 


LEXINGTON 
ST.PAUL 


INDIANAPOLIS 
PHILADELPHIA 


Tulsa, Okla.; Wichita, Kansas 
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The New Vigilance Committees 


Chester H. Lang, president of the 
Advertising Federation of America, 
has urged local advertising clubs to 
organize vigilance committees which 
will work to eliminate not only 
fraudulent but otherwise objection- 
able advertising in their commun- 
ities. Mr. Lang’s statement regard- 
ing this program was published in 
the October 7 issue of ADVERTISING 
AGE. 

Twenty-five years ago, in Min- 
neapolis, the better business bureau 
idea was launched. It developed 
through the Truth in Advertising 
movement sponsored by the Asso- 
ciated Advertising Clubs of the 
World, now the Federation, and the 
National Vigilance Committee was 
formed to carry out the ideas repre- 
sented by that slogan. With a quar- 
ter century of effort back of this 
work to improve advertising and 
merchandising practices, the present 
seems to be a particularly fitting 
time to revive and accelerate it in 
terms of advertising club effort. 

The better business bureaus, op- 
erating in most of the larger cities, 
do an effective job, through the co- 
operation of advertising mediums 
and law-enforcement agencies, to 


eliminate the fraud and the rack- 
eteer. But the twilight zone of ad- 
vertising still contains a great deal 
of material which cannot be called 
illegal, and yet is in bad taste or is 
harmful to advertising and the pub- 
lic in general. The moral effect of 
organizing sentiment among adver- 
tising groups and the public against 
publicity of that kind would be tre- 
mendous. 

The opportunity of vigilance com- 
mittees to do a real job in clean- 
ing up advertising should stimulate 
advertising clubs to an enthusiastic 
acceptance of the assignment sug- 
gested to them by Mr. Lang. The 
clubs are doing good work in pro- 
moting effective use of advertising 
and raising the standards of adver- 
tising practice, but the establish- 
ment of a specific objective of this 
kind would do much to arouse the 
interest of business and advertising 
executives everywhere. We predict 
that clubs which earnestly tackle 
the job represented by vigilance 
work will find that for the first time 
they have the attention, interest and 
support of business as a whole, as 
well as the backing of those in the 
advertising field. 


Protecting Advertising Ideas 


The current suit against the 
American Tobacco Company and its 
agency, Lord & Thomas, for alleged 
appropriation of an advertising idea 
submitted for use in the Lucky 
Strike campaign, emphasizes a prob- 
lem which is becoming serious in 
many advertising situations. 

Advertisers and advertising agen- 
cies are always on the lookout for 
good new ideas. Advertising ideas 
are valuable. Many times a new 
idea injected into a campaign will 
revive lagging public interest and 
prove to have merchandising value 
of vital importance to the business. 
Hence no advertiser would willingly 
cut off the opportunity to consider 
ideas brought in from the outside, 
and offered for use in his campaign 
on a basis of reasonable compensa- 
tion. 

On the other hand, it is very easy 
for the amateur advertising man, 
who thinks he has developed a 
world-beater, to believe that sooner 
or later, that idea, in original or 
adapted form, thas been employed 
by the advertiser to whom ‘it was 
‘submitted and by*ahom rejected. 
‘Yet in morg cases than not, ideas 


similar to those submitted from the 
outside are constantly being devel- 
oped by the advertiser or his agent, 
and are among dozens constantly 
considered for immediate or later 
use. Many that strike the originator 
as new and unusual have already 
been used, by this advertiser or 
some other. 

We believe the A. N. A., the Four 
A’s and similar bodies might well 
devote some thought to drafting a 
legal instrument which anyone sub- 
mitting advertising material would 
be required to sign, setting forth the 
exact understanding regarding the 
relationship of the parties and the 
understanding regarding possible 
use of the idea submitted and own- 
ership of the rights pertaining to it. 

At the same time, it would be well 
for advertisers and their agents to 
maintain a record of rejected ideas 
submitted from the outside, so that 
in case they are ever used, some ar- 
rangements for compensation may be 
made in advance of publication. The 
problem is serious enough to be han- 
dled in a careful and business-like 
manner, and in a way that would 
protect the rights of all concerned. 


THE SHINING LIGHT OF THE SALES STAFF 


"Golly! Could that man talki" 


—Collier’s. 


Voice of the Advertiser 


Liked Editorial 


To the Editor: I read with a good 
deal of interest your editorial en- 
titled, “The Buick Broadcast.” 

It is of especial interest to me that 
you considered our handling of the 
broadcast of sufficient importance for 
your editorial comment. I wish to 
express to you my thanks and the 
thanks of our company for your 
courtesy. 

HaArLow H. Cwurrice, 


President and General Manager, 


Buick Motor Company, Fiint, 
Mich. 
, F v 
Gamma Ray Photograph 


Draws Mach Comment 
To the Editor: Although the arti- 
cle you published relating to our use 
of a Gamma Ray photograph of a 
valve has been in circulation only a 
couple of days, we have had a num- 
ber of our friends comment on the 
write-up, which only goes to show 
how thoroughly ADVERTISING AGE is 
read from cover to cover by adver- 
tising and sales executives through- 
out the country. 
L. H. BRENDEL, 
Assistant Sales Manager, Hancock 
Valve Division, Consolidated Ash- 
croft Hancock Company, Inc., 
Bridgeport, Conn. 
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And This Reader Reads 
A Bit Too Carefully 


To the Editor: I don’t wish to 
worry you unduly, but after reading 
ADVERTISING AGE, issue of Oct. 7, it 
would seem that you will soon have 
on your hands a lovely little libel 
suit brought against you by the 
Socony Vacuum Oil Company. 

I refer particularly to the item 
under the heading, “Socony Changes 
Program,” on Page 28 of this issue. 

Looks to me as though this might 
be a “red horse” on you. 


JOSEPH BLUE, 


Advertising Management Associates, 
Boston, Mass. 


[Editor’s Note: We’ll take our 
chances on the libel suit, Mr. Blue, 
but we do want to thank you for re- 
minding us again that ADVERTISING 
AGE readers apparently not only actu- 
ally read the paper, but have surpris- 
ingly acute eyes as well. 

The “libelous” statement Mr. Blue 
refers to was contained in a brief 
radio item about Socony. We meant 
to reveal that the company’s new pro- 
gram is called “The Flying Red 


Horse Tavern,” but the “F”’ got lost.] 


A Reader Wants to 
Read as Well as See 


To the Editor: For months I have 
been wanting to write you this letter, 
but always hesitated, as a communi- 
cation coming from one in my par- 
ticular business, critical of the prod- 
uct of the industry I am engaged in, 
might make it appear that I had an 
axe to grind, or that I was trying to 
do a selling job for some photo-en- 
graver in your city. However, any 
such ideas are far removed from my 
mind. 

My criticism concerns the facsimile 
reproductions of advertisements that 
you run each week. A check-up of 
your readers would, I believe, show 
that they are interested in more than 
just what the layout of the ad might 
be (which is all they get from your 
present reproductions), but your 
readers are also interested in the 
copy. 

Even if I wore super-focals I would 
have one helluva time reading the 
copy, for example, in what appears 
to be an interesting ad of Interna- 
tional Shoe Company on Page 34 of 
your Sept. 30 issue, and also other 
ads in that issue and every week. 

Think this over. 

CLAUDE B. ANIOL, 
President, Southwestern Engraving 

Company, San Antonio, Tex. 

[Editor’s Note: Reader Aniol 
raises an interesting point which we 
shall think over in earnest. We have 
always attempted to reproduce adver- 
tisements so that at least the major 
portion of the type can be read, 
when, in our opinion, readers would 
be interested in reading the copy. In 
some instances this is impossible; in 
some others, it would serve no par- 
ticularly useful purpose. 

As for doing a selling job for some 
photo-engraver, Reader Aniol need 
have no fears. ADVERTISING AGE is 
already thoroughly sold on the value 
of photo-engravers’ services and con- 
sistently uses more illustrations than 
any other publication in the field.] 


- — 2 
‘Watchful Waiting’ Answer 
to President’s Message 

To the Editor: There is a great 
question in my mind whether busi- 
ness can progress in a normal way, 
facing, as it does, all the restrictive 
and costly provisions of recent legis- 
lation. 

If we can judge from the history 
ot business, there must be confidence 
before normal and active business 
can be carried out and I believe, in 
spite of the fact there is evidence of 
much improvement at the present 


time, that there is still too much 
uncertainty, due to government in- 
terference, to permit an immediate 
period of prosperity. 

I believe the President’s letter 
about giving business a breathing 
spell is of no real effect because the 
legislation already passed will give 
little opportunity to business for a 
so-called breathing spell. The next 
session of Congress is certain to have 
strong advocates for further radical 
and unwise legislative activities and 
demanding tremendous governmental 
expenditure in addition to those al- 
ready committed... 


ALFRED C, FULLER, 

President, The Fuller Brush Com- 

pany, Hartford, Conn. 
vse? 

To the Editor: Entirely apart 
from any legislation exercising or 
relaxing government dictatorship 
over business, we will have no per- 
manent prosperity until the rate of 
flow of buying power distributed in 
business ceases to lag behind the rate 
of flow of the prices of goods pro- 
duced. 

J. CRATE LARKIN, 

Secretary, Larkin Company, Inc., 

Buffalo, N. Y. 
~~ = SS 

To the Editor: It is very essential 
that business be given a breathing 
spell in which to recuperate. Such 
a policy at this time would be very 
helpful to business. 

FREDERICK E, WILLIAMSON, 
President, New York Central Lines, 
New York. 


To the Editor:” I’think that the 
President’s statement will be helpful 
in providing business and industry 
with the assurance necessary to move 
forward more rapidly. They can now 
adjust their affairs to whatever new 
situations have been created with a 
greater degree of confidence in the 
stability of the conditions under 
which they operate. 

The doubt and fear as to the future 
which existed in the minds of so 
many persons a few years ago have 
been dispelled to a considerable ex- 
tent, and business has made notable 
strides toward recovery even in the 
face of uncertainty. 

W. P. KENNEY, 

President, Great Northern Railway 

Company, St. Paul, Minn. 
vvwegy 

To the Editor: In view of the 
President’s statement, it will be in- 
teresting to note the future trend of 
Congressional legislation. 

THos. H. McINNERNEY, 
President, National Dairy Products 
Corporation, New York. 
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To the Editor: ... President Roose- 
velt came into office when banks 
were failing on all sides. He realized 
that his first big job was to banish 
fear from the hearts of the great 
masses of people. While he was emi- 
nently successful in his efforts with 
the masses, there is no doubt but 
that in a very large percentage of 
cases business men’s fears were mag: 
nified rather than dispelled by gov- 
ernmental activity in Washington. 

In our case, we took our cue from 
Mr. and Mrs. Consumer. As long as 
their confidence was restored to a 
point where they would spend money, 
we adopted an optimistic viewpoint 
and went ahead aggressively offering 
Noxzema to them. We have been 
very successful under the present ad- 
ministration. Sales were the highest 
in history last year and will be con- 
siderably higher this year. 

On the other hand, we have been 
unable to give our full undivided at- 
tention to the business since we have 
had to look consistently over our 
shoulder, watching the progress of 
the Tugwell bill and other pieces of 
legislation that might contain clauses 
unfair and damaging to the interests 
of our stockholders. 

I believe that everyone ... will 
welcome President Roosevelt’s word 
of assurance that there will be a 
“breathing spell” from radical legis- 
lation. Undoubtedly many business 
men will stop worrying about the 
unknown and will pick up the 
threads of their plans for develop- 
ment. 

ow G. A. BUNTING, 
President, Noxzema Chemical Com- 
pany, Baltimore, Md.~-- - 
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ADVERTISING AGE 


October 14, 1935 


WIND UP PLANS 
FOR 22ND A.B.C. 
ANNUAL MEETING 


Chicago, Oct. 10.—Leaders in ad- 
vertising and publishing affairs have 
been lined up as speakers at the 
twenty-second annual convention of 
the Audit Bureau of Circulations, to 
be held here next Thursday and Fri- 
day. 

On the program for the Thursday 
morning session are Henry T. Ewald, 
president, Campbell-Ewald Company, 
Inc., Detroit; Ken R. Dyke, general 
advertising manager, Colgate-Palm- 
olive-Peet Company, Jersey City, N. 
J.; Frank S, Newell, circulation man- 
ager, Toledo Blade; Thomas H. Beck, 


president, The Crowell Publishing 
Company, New York; and John 
Cowles, associate publisher, Des 


Moines Register and Tribune. 

The A.B.C. luncheon at the Stevens 
Hotel Thursday noon will be ad- 
dressed by B. K. Sandwell, editor, 
Saturday Night, Toronto. Divisional 
meetings will be held Thursday after- 
noon. General sessions are sched- 
uled for Friday, at which time direc- 
tors will be elected, resolutions 
adopted and additional business will 
be transacted. 

Among topics for discussion is the 
arrearage period. The A.B.C. rule 
still exists that only those subscrip- 
tions which are not more than three 
months in arrears shall be reported 
as net paid. 

By action of the board, however, 
this rule was temporarily suspended 
and a six months arrearage allow- 
ance has been in effect for all pub- 
lications since January, 1933. This 
moratorium expires Dec. 31, 1935, 
unless the board, by resolution, ex- 
tends it for another period. Consid- 
erable difference of opinion is said 
to prevail as to the advisability of 
extension. 


Many Topics on Program 


Another topic which the A.B.C. 
board has ordered placed on the con- 
vention agenda deals with subscrip- 
tions to publications sold in combi- 
nation. 

A magazine publisher has _ re- 
quested discussion of whether collec- 
tion stimulants, such as cash dis- 
counts or merchandise cash-ups, 
should be described in the publisher’s 
report, and whether subscriptions 
affected by them should be set up in 
a separate group. 

“If A.B.C. has a reason for exist- 
ence why do not the members who 
control the purchase of advertising 
insist upon A.B.C. audit as a pre- 
requisite?” is the question proposed 
for discussion by a newspaper mem- 
ber. 

Several other organizations will 
hold conventions in Chicago next 
week. Meetings at the Stevens Hotel 
include the Agricultural Publishers’ 
Association, Oct. 16; Major Market 
Newspapers, Inc., Oct. 16; and News- 
paper Advertising Executives Asso- 
ciation, Inc., Oct. 14-15. The Inland 
Daily Press Association will convene 
Oct. 15-16 at the Congress Hotel. 


New England Council 
Studies Broader Plan 


Willard B. Rogers, Hartford, Conn., 
hotel executive, chairman of the Con- 
necticut Publicity Commission, and 
member of the New England Council, 
named a billion dollar annual income 
as the goal to be attained in the next 
ten years from recreation in New 
England, in his recent report to the 
Council. 

As essential features of such a pro- 
gram, Mr. Rogers advocated in- 
creased recreational publicity, coordi- 
nation of non-educational advertising 
with the recreational promotion cam- 
paign, establishment of vacation 
bureaus in key cities of the country. 
and promotion of New England as 
an all-year vacation area. 


Coleman-Fairchild Move 


Coleman-Fairchild Associates have 
moved their headquarters from 40 
Court St., Boston, to room 1301, 151 
Fifth Ave., New York. 


FTC Issues Complaint 


Against Nema Members 


The Federal Trade Commission 
has issued a complaint charging the 
National Electrical Manufacturers’ 
Association of New York and 16 
member manufacturers with “unlaw- 
ful combination and conspiracy and 
agreement to restrain competition.” 

Specifically, the companies are 
charged with combining to exchange 
price information on electrical goods, 
chiefly cable and wire materials. 


Magers for Better Copy 


Kenneth Magers, advertising man- 
ager of Union Gas & Electric Com- 
pany, Cincinnati, O., has been named 
chairman of the Public Utility Ad- 
vertising Association’s Better Copy 
Committee for 1936. 


Says Only One 
Firm Plans on 
Wine in Cans 


San Francisco, Cal., Oct. 10.— 
Doubt that canned California wine, 
widely publicized in reports origi- 
nating in New York, will be offered 
on the market for some months tc 
come, or at least this year, was ex- 
pressed today by Harry A. Caddow. 
secretary-manager of the Wine Insti- 
tute, wine industry organization. 

Mr. Caddow said that he has in- 
vestigated published reports of proj- 
ects to pack wine in cans, and has 
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found only one concern in California 
which stated that it is definitely plan- 
ning such a move. This company, 
located at Elk Grove, said that it 
will not offer its product until next 
year. 


Reports Unauthorized 


The Wine Institute, Mr. Caddow 
said, did not authorize any of the 
published reports which connected 
the wine industry organization’s 
name with canned wine proposals. 
He added that the Institute’s board 
of directors has not given the matter 
any consideration. 

California offices of two leading 
can manufacturers informed the In- 
stitute that they have not yet per- 
fected a lining for cans that would 
hold wine satisfactorily. 


Utility Men Will 
Hold Joint Session 


Public Utilities Advertising Asso- 
ciation will meet Oct. 17 at the 
Palmer House, Chicago, in conjunc- 
tion with a luncheon symposium of 
the Publicity and Advertising Com- 
seuee of the American Gas Associa- 

on. 

Presiding at the meeting will be 
Henry Obermeyer, of New York, 
chairman of the A.G.A. Publicity and 
Advertising Committee, and J. R. 
Pershall, Chicago, president of the 
— Utilities Advertising Associa- 
tion. 


J. W. Straub Appointed 
Joseph W. Straub has joined the 

sales staff of Graphic Arts Engraving 

Company, Inc., Philadelphia. 
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ADVERTISING AGE 


Britisher Tells 
Bearing of War 
On Advertising 


New York, Oct. 11.— Ethiopian 
troubles and their relation to adver- 
tising came to light at a luncheon 
given by the Advertising Federation 
of America at the Advertising Club 
this week in honor of F. P. Bishop, 
advertising manager of the London 
Times, and John Coope, advertise- 
ment manager of the Northcliffe 
Newspapers, England. About 60 
prominent American advertising men 
attended. 

The English newspaper advertis- 


ing executives, both young, are here 
for a few weeks’ study of American 
and Canadian practices and condi- 
tions. Late this week they expect 
to arrive in Chicago and will be on 
hand for the Audit Bureau of Circu- 
lations meeting. Both are interested 
in a similar development abroad. 
Mr. Bishop described England’s 
aggressive measures in handling the 
Ethiopian situation as acts to main- 
tain peace and restore profitable 
world trade. For several years Eng- 
land has sacrificed greatly within its 
borders to stamp out depression and 
now feels that further improvement 
will come only by freer flow of world 
trade. The implication, of course, is 
that English advertising will share 
in a general business improvement. 
Advertising, Mr. Bishop pointed 


out, is a good business index, The 
London Times’ advertising revenues 
started to drop in May, 1929. Forty- 
one successive monthly decreases fol- 
lowed. Since September, 1932, in- 
creases have been shown every month 
without exception, although these 
were not as large as the previous de- 
creases and the volume is not up to 
that of 1928. 


Employment at Peak 


National sacrifices were respons- 
ible. Increased taxes, lower dole, re- 
duction of government salaries and 
those in business all figured in 
balancing the British budget and 
salvaging business. Salaries and 
dole have since been raised and now 
English unemployment is below 2,- 
000,000 for the first time in five years 


and employment is greater than ever 
before in the Kingdom’s history, he 
said. 


Catholic Papers Merge 

The Catholic Herald and The 
Catholic Citizen, Milwaukee, have 
been combined under one manage- 
ment, the paper now being known 
as The Catholic Herald-Citizen. Wal- 
ter Abel, formerly advertising man- 
ager of the Herald, continues in 
charge of advertising for the new 
paper. 


B. V. Miller Appointed 

B. V. Miller, formerly with the 
Dolores Press, San Francisco, and 
more recently with the advertising 
department of J. C. Penney Company, 
has been named advertising manager 
of the Vallejo, Cal., News. 


> 
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‘CREATES PROFIT 


To the engineer, this great rush of water means 
power... potential energy to drive the machines of 
factory and mill... power to light a million homes. 


The astutelsales manager just as instinctively senses 
his opportunity and uses the torrent of advertising 
power inherent in Hearst newspaper circulation. 


39 VITAL SELLING FORCES 
IN 18 GREAT MARKET AREAS 


AGENCIES JOIN 
P.A. MOVEMENT 
FOR SELF-RULE 


New York, Oct. 10.—In its cam- 
paign for self-regulation of adver- 
tising in the drug field, the Pro- 
prietary Association, composed of 
manufacturers of packaged drugs, 
has opened its membership to ad- 
vertising agencies who may now 
join the association as non-voting 
associate members, Frank A. Blair, 
president, has announced. 

The following agencies are among 
the first to join the association: 
Benton & Bowles, Inc.; Brooke, 
Smith & French, Inc.; Thompson- 
Koch Company; Pedlar & Ryan, 
Inc.; Luckey Bowman, Inc.; Erwin, 


Wasey & Co.; and Collier Service 
Corporation. 
The special membership’ gives 


agencies full access to the copy 
service of the association’s advisory 
committee on advertising which for 
the past year, under the direction 
of Edward H. Gardner, executive 
secretary, has been reviewing ad- 
vertising copy in the proprietary 
and cosmetic fields. 

Commenting on the co-operation 
of advertising agencies with the 
Proprietary Association in its self- 
regulation campaign, Mr. Blair said: 

“Advertising agencies handling 
drug and cosmetic accounts have 
their own sources of scientific in- 
formation and they are fully aware 
of their responsibilities. We believe 
that their co-operation with our ad- 
visory committee on advertising 
will benefit the individual adver- 
tiser and result in the clarification 
of any point of difference that may 
exist.” 


Haggenmuller Heads New 
Artloom Sales Division 


Effective Dec. 1, the rug division 
of Artloom Corporation, New York, 
will establish its own sales headquar- 
ters in New York, with branch offices 
in other important distributing cen- 
ters of the country. Previously, Art- 
loom rugs have been sold through 
Parker-Wylie Carpet Company, Inc., 
New York. 

Edward A. Haggenmuller will be 
in charge of the new sales depart- 
ment. 


Marie Leahy Named 

Marie Leahy, formerly sales pro- 
motion manager of Storyk Brothers, 
New York, and director of sales pro- 
motion for Donnelly Garment Com- 
pany, Kansas City, has been ap- 
pointed sales promotion manager in 
the wash dress department of the 
manufacturing and wholesale distri- 
bution division of Marshall Field & 
Co., with headquarters in the Mer- 
chandise Mart, Chicago. 


Ad Girls Glimpse Fashions 


Carl Sidney, American designer, 
draped an evening gown on Virginia 
Verrill, Columbia Broadcasting star, 
Peck & Peck permitted display of 
Lanz’ Tyrolean fashions, and prize- 
winning American Bemberg dresses 
were shown at the semi-monthly 
luncheon of the Advertising Women 
of New York at the Hotel Iroquois 
last week. 


Hillman-Shane Named 


Lucien C. Wheeler, Los Angeles, 
importer of MacPherson’s Cluny 
Scotch whisky, and the Nevada Dis- 
tributing Company, the product’s 
Western distributors, have appointed 
Hillman-Shane Advertising Agency, 
Los Angeles. Class magazines on the 
Pacific Coast will be used. 


Walker Makes New Drink 


Walker Products Company, Indian- 
apolis, has announced production of 
a new drink called “Aid to Thirst,” 
a concentrate in orange, lime, grape 
and root beer flavors, for mixing in 
the home. 


Appoint Curt Peterson 


Curt Peterson, for the past four 
years assistant program manager of 
National Broadcasting Company, has 
been appointed radio director of 


Marschalk & Pratt, Inc., New York. 
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Mother Goose 
Goes to Bat 
For Gulf Oil 


Pittsburgh, Pa., Oct. 10.—The Gulf 
Refining Company will launch a 
novel advertising campaign on win- 
ter preparedness for motor cars next 
week with a series of “jungle” ad- 
vertisements in daily and weekly 
newspapers of Pennsylvania, west- 
ern Ohio and West Virginia. 

The advertisements are captioned, 
“Mother Goose for Winter Motor- 
ists,” and embrace a number of paro- 
dies on the familiar Mother Goose 
jingles, stressing the merits of Gulf- 
lube Motor Oil. A sample is: 
“Jack and Jill drove up the hill 

And was the motor boilin’! 

The car slowed down and Jack did 
frown; 

He still had summer oil in.” 

The Gulf Refining account is han- 
dled by Young & Rubicam, Inc., New 
York. 


A. G. M. A. to Meet 


The annual convention of Asso- 
ciated Grocery Manufacturers of 
America, Inc., will be held at the 
are New York, Nov. 

“15. 


RUPPERT PUSHES 
BEER IN BOTTLES 
FOR TABLE USE 


New York, Oct. 11.—The Jacob 
Ruppert Brewery, starting its fall 
advertising, this week appeared as 
first to exploit the long established 
beer bottle for table use, observers 
seeing in the copy a subtle thrust 
at one of the deficiencies of beer in 
cans. 

Ruppert copy has run largely to 
pictures in the past two years. Its 
text has been cut to the minimum. 
In advertisements appearing in met- 
ropolitan and suburban newspapers 
here this week Col. Ruppert’s men 
ran to the outdoor poster style, 
showing a pretty girl placing bottles 
of Ruppert’s beer on a newly set 
table. 

“The dainty glass bottle of Rup- 
pert’s harmonizes with fine linen, 
delicate china and sparkling glass,” 
said the copy. This was regarded 
as a thrust at canned beer, which 
has been introduced to the metro- 
politan market within the past two 


months and has apparently been 
gaining headway, along with the 
new stubby bottle, both non-return- 
able. 

When asked whether Ruppert 
plans a campaign to protect its old- 
style returnable bottle business, ex- 
ecutives at the brewery said that 
this copy merely represents the sea- 
sonal promotional swing to its beer 
in bottles. In summer, when cus- 
tomers are away from home more, 
draught beer is stressed in the copy. 


Uses Recipes Liberally 


Ruppert’s advertising budget runs 
about the same, month in and out. 
Its advertising of recipes has been 
one of the outstanding efforts in 
the brewing industry. At present, 
Ruppert is featuring its fifth recipe 
and home-entertaining booklet, en- 
titled “(Cooking With Beer.” 

No comment was made at the 
plant on whether or not Ruppert 
intends to stick by the long-neck 
bottle, or swing over to stubbies or 
cans when they become completely 
available, or whether the implica- 
tion of this week’s copy concerning 
cans was merely a move to hold 
customers over a transitional pe- 
riod. 

In phrasing the copy as Ruppert 
did, a thrust was made at one of 
canned beer’s weakest points, at 
least at the present time. Discrim- 
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NEW YORK—Martin L. Marsh, 60 E. 42nd St. 


CINCINNATI 


URING the first eight months of 1935 the carpenter’s 
hammer and saw staccatoed and sang in Cincinnati 
to the tune of nearly $2,500,000.00 in new residential 


construction. 


It is altogether fitting and natural that Cincinnati, always 
a great home-loving community, should be one of the very 
first cities in the United States to lead the way in the 
revival of the home building industry. 
way of showing her faith in America’s new forward march. 
Moreover, it is pretty conclusive proof that Cincinnati 
families possess the necessary means to buy what they want. 


completely, and economically. 
tie 


B SPENDS | 


_ for New Homes 


Cincinnati's home owning families are Times-Star readers. 
By no other medium can they be contacted so intimately, 


It is Cincinnati’s 


s-TIMES-STAR 


HULBERT TAFT, President and Editor-in-Chief _ 


CHICAGO—Kellogg M. Patterson, 333 N. Michigan 


PEPS UP COPY 


vot TRAIN TICKETS TO BOSTC 
“GET ROUND TRIP TICKET FOR1y AChR 
PLUS REGULAR ONE WAY FARE! & 


Fast Service (as fast as 17 minutes to BOSTON). 
Frequent Trips (40 trains daily). No traffic jams 
Restful Riding . . . Read or Knit in Comfort! 


BOSTON AND MAINE R.R. 


The Boston and Maine, whose 
newspaper copy usually presents 
something different from the ord- 
inary railroad advertising, turns up 
this time with a one-cent sale—a 
round trip for the regular one-way 
fare, plus one cent. 


inating hostesses, it is said, will 
not open and serve the cans on the 
table, as has long been the custom 
with bottled beer. However, it is 
known that sponsors of canned beer 
are already working on this prob- 
lem and that an atractive individ- 
ual pot holding a single can and 
containing an opening device is be- 
ing developed for canned beer table 
service. 


Plan Composition Course 


The Boston Club of Printing House 
Craftsmen is formulating plans for 
a series of lectures on composition 
by authorities in the graphic arts 
field. Tentative date for the opening 
lecture is Nov. 7, on “The History of 
Type Design.” Thatcher Nelson, of 
Oxford Print, Boston, is chairman of 
the committee promoting the series. 


Mrs. Glen Buck Dies 


Mrs. Anne Flaherty Buck, wife of 
Glen Buck, Chicago agency head, 
died at the Evanston, IIl., hospital 
Oct. 8, following an operation. 


Slide Pictures 
Spur Retailers 
Of Pittsburgh 


Pittsburgh, Pa., Oct. 10—A joint 
advertising campaign by three lead- 
ing corporations in the Pittsburgh 
district, on behalf of store modern- 
ization, has already resulted in au 
amazing transformation of several 
leading suburban business streets in 
this area. 

At meetings of boards of trade 
or chambers of commerce, four 
slide-film pictures with sound accom- 
paniment are presented under spon- 
sorship of Pittsburgh Plate Glass 
Company, Duquesne Light Company 
and Westinghouse Electric & Mfg. 
Company. 

The pictures show the possibilities 
of modernizing retail stores and 
business places through installation 
of modern fronts and proper and ef- 
fective use of fixtures and lighting 
equipment. 

In the current campaign, the three 
companies offer free to any merchant 
or business man a thorough survey 
of his establishment by their spe- 
cialists. 


Issues Employment Data 
The Institute of Distribution, 570 
Seventh Ave., New York, has just 
published three charts, one dealing 
with legal restrictions imposed by 
states on the employment of women 
in mercantile establishments; the 
second, with state laws providing for 
minimum wage standards for women 
and minors; the third, with legal 
restrictions imposed by states on the 
employment of persons under 18 in 
mercantile establishments, The 
charts are available at 25 cents each. 


Rejoins Publisher 


Warner Lumbard has resigned as 
Eastern marine representative of 
A. M. Byers Company to rejoin Sim- 
mons-Boardman Publishing Company 
as business manager of Marine Engi- 
neering and Shipping Age and Boiler 
Maker and Plate Fabricator. Mr. 
Lumbard was associate editor of 
these publications for five years prior 
to 1933. 


do good jobs. 


However, having 
been on the receiving 
end, as advertiser, agent 
and space buyer, it has 
seemed to me that much 
publication advertising 
copy is perfunctory — 
telling no very clear 
story—not giving space 
buyers what they would 
like to have. This ap- 
plies with even greater 
force to direct mail 
matter than to trade 
paper space. 


Producers of adver- 
tising space, like pro- 


Do Publishers 
Need Copy? 


Truly, I’m sure some of them do. Theo- 
retically they all have plenty of advertising 
talent on their own staffs—and many of them 


Charles Austin Bates 
18 East 48th Street 


ducers of other com- 
modities, often fail to 
consider the buyers’ 
viewpoint. Frequently 
fail to tell their own 


story as well as it can be 
told. 


Every publisher has 
a story to tell that will 
help “reps” get onto 
schedules, when they 
are being made up—not 
afterward, which is a 
hard stern chase. 


On request I will 
make a definite pro- 
posal. 


New York 
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ADVERTISING AGE 


HEAVENS, AGATHA! 


ARE YOU RUNNING AN A&P? 


“Well hardly, Auntie. What makes you 
think so?” 


‘*Why! All these shelves and shelves of 
groceries. My entire apartment wouldn’t 
hold them. Are you feeding an armyP”’ 


“Almost, Auntie. There’s John. And the 
children. The maid. The dogs and the 
cat. To say nothing of guests — lots of 
guests. We simply Aave to have plenty of 
everything. It’s the way you live, when 
you live in a home.” 

| e e e 


And it’s the way more than 700,000 
American Home families live. 


In a home. With shelves and shelves of 
groceries. With growing children to feed. 
And servants. And lots and lots of guests. 
Hungry guests. Unexpected guests. Maid- 
en aunts who come for a day and stay for 
a week. Guests who think nothing of 
devouring in one evening food enough to 
feed a kitchenette couple several days. 


“It’s the way you live, when you live in 
y y 7 
a home.” 


With shelves and shelves of everything. 
With lots of sheets and pillow cases. 
Extra blankets for every bed. Dozens and 
dozens of towels. Cakes and cakes of soap; 


tooth brushes, pastes and powder. Plenty 
of this. Plenty of that. 


It’s the way you duy, when you live in a 
home. 


Which is exactly the reason why an ever- 
growing number of advertisers say: 


“The American Home is a natural if 
you have anything to sell that is used 
in the home.”’ 


And when you stop to think about it, 
how true that is. For when you buy The 
American Home you're not buying circula- 
tion. You're buying home-familtes! 


Over 700,000 families whose frst interest 
is the home. 700,000 families who have 
homes. 700,000 families who /ove their 
homes. 700,000 fathers and mothers who 
spend money on their homes and families! 
Spend lots of money — because they /ive in 
homes and /ove their homes. 


How do we know it? Because we don’t 
print a single page of fiction. Or fashions. 
Or patterns. Not even love stories or beauty 
hints. Because in three short years so many 
families have found something in The Amer- 
ican Home they don’t find in other maga- 
zines that our circulation has vo/untarily 


grown from 262,000 to over 700,000. 


‘And that ‘‘something” is this: The Ameri- 


can Home is edited 100% for people who 
live in homes, /ove their homes, spend money 
on their homes. 


She. 
ERICAN 1 LOME 


America’s No. 1 medium for adver- 
tisers who sell anything for the home 
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CLIC COCKTAILS 
CLICK; PLAN AD 
DRIVE FOR 1936 


New York, Oct. 11—On the mar- 
ket a few months, the Clic ready 
mixed cocktails marketed by the 
Schenley Products Company have 
been selling well to a class trade 
and probably will be advertised after 
Jan. 1. 

Several appeals are being stressed 
in work among dealers and in deal- 


ers’ sales talks to consumers. 
Among these is the feature of two 
sizes of packages. Schenley, mer- 
chandising with present day condi- 
tions foremost in mind, decided upon 
two sizes, the two-ounce bottle con- 
taining enough for two servings and 
the 12-ounce package with enough 
for 12. 

It was found in the past few 
months that women are big buyers 
of the ready mixed drinks. Unex- 
pected guests can be made at home 
without the delay of mixing drinks. 
Vacationers and travelers have also 
been found to favor the idea, since 
the drink is ready to serve with the 
mere addition of ice. 

As to the tired business man, 
Schenley’s appeal is that of a quick 
“lift” to welcome him home. The 


fact that a considerable part of the 
public is in the novice stage so far 
as mixing drinks is concerned is an- 
other angle which Schenley is 
stressing and probably will include 
in its advertising of the product 
later. 

Combined with these features is 
the claim that the Clic ready mixed 
Martinis and Manhattans, prepared 
by “cocktail masters,” contain the 
finest ingredients. 

Lord & Thomas are in charge of 
advertising. 


Name Luckey Bowman 


Schoonmaker Laboratories, Cald- 
well, N. J.. have appointed Luckey 
Bowman, Inc., New York, for adver- 
tising of V-E-M. National magazines 
will be used. 


Masson Promoted 
Thomas L. Masson, Jr., former 
New England manager of House 
Beautiful and Town & Country, has 
been appointed Eastern advertising 
manager of House Beautiful, New 
York, succeeding Charles E. Whitney. 


Gunts to Newhoff 
Theodore A. Newhoff Advertising 
Agency, Baltimore, has made Lyell 
Gunts, Jr., its art director. Mr. Gunts 
was formerly art director of Street 
and Finney and previously was with 
Joseph Katz Company. 


Dog Photog Appoints 
Ann Knight, New York photog- 
rapher specializing in dog photog- 
raphy, has appointed Terrill Belknap 
Marsh Associates to handle her ad- 
vertising in class magazines. 


10 a 


can of 


SOU 


F you were in the soup business— 
if you wanted to get a flock of 
people to buy your soup—if you 
wanted your soup to be THE soup— 

How would you go about it? 

You would naturally concentrate 
your advertising dollars on the place 
where they would do the most good. 

You would go after people always 
on the lookout for things like a really 
delicious soup—the kind of people 
other people copy. 

How can that be done? By adver- 
tising in a magazine called The New 
Yorker, a national weekly of selec- 
tive circulation. 

You see, New Yorker readers 
aren’t all in New York. They are in 


IV hat 
happens 


TTY | 


big cities all over the country... 


127,000 of them. 


As buyers, they are all pretty 
much of one mind. They want to be 
first, and usually are. They set styles 
and start trends ... and keep both 


bowling along. 


Whether it’s soup or soap or air- 
conditioning or radios, you can’t go 
far wrong by selling them first. 

That done, the rest of the buyers 
you want will fall in line. 


THE 
NEW FORKER 


SELLS THE PEOPLE OTHER PEOPLE COPY 


Oo. SOGLOW 


Battery Copy 
Aims at Farm 


Radio Market 


New York, Oct. 10.—With a promise 
of better rural reception of radio 
programs than can be obtained by 
city dwellers, living near power lines 
and other interferences, the Na- 
tional Carbon Company, Inc., this 
month ran its first copy on an im- 
proved EveReady air cell battery in 
21 farm publications. 

The copy heralds “the most im- 
portant news on farm radio in 15 
years.” Not only has the price been 
reduced from $8.50 to $5.95, but there 
has been a new plug-in feature in- 
corporated in the product to simplify 
making the set ready for program 
reception and to end wiring troubles. 

Growing out of two years of ex- 
perimentation, the improvements al- 
low for the development of more 
power in less space, which saves 
one-third the cost, and includes a 
new B and C battery plug moderniza- 
tion which ends wiring errors and a 
conversion resister plug which trans- 
forms any two-volt, A-cell operated 
set into one powered by the 1,000- 
hour air cell. 

Economy as well as superior recep- 
tion is being stressed in the copy pre- 
pared by J. M. Mathes, Inc. 


Dermalab Appoints 
Dermalab, Inc., Winnetka, IIl., has 
appointed Needham, Louis and Bror- 
by, Inc., Chicago, for advertising of 
Nac skin cream, Nac-pac, an oatmeal 
preparation, and Mac-Penespray 
scalp treatment. 


Segale Promoted 


Virgil A. Segale, formerly of the 
classified department of the Cin- 
cinnati Post, has been named classi- 
fied advertising manager of the Fort 
Worth, Tex., Press. 


-AN' FoR GooD PHoTSTaTS 
LQVICK- CALL RAPID /- 


RAPID 


COPY SERVICE CO. 


ON'T wait for en- 
gravers' proofs be- 
fore setting type. Make 
Rapid 'stats of the art and 
have perfect-fitting type 


quickly. 
e SIX BRANCHES e 
NEW YORK 
415 Lex ooo ee « 444 Madison 
It 3-3680 
* 
pray erg 
nion Trust % 
Main 9335. 
e 
CHICAGO 
110 Se. Dearborn . . . 228 No. Le Salle 
360 Ne. Michigan Ave. 
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ADVERTISING AGE 


PACKERS DENY 
PRICE-FIXING 


Washington, D. C., Oct. 9—Denial 
by the leading packers that prices 
had been “controlled” through appor- 
tioning of sales or allotments, was 
made here in a hearing conducted by 
the Department of Agriculture this 
week. 

Conditions in Texas, Tennessee, 
and Alabama were particularly un- 
der consideration. Action had been 
pending since February, 1934. 

The packers asserted that the com- 
plaint was really that of two men 
and not of scores of dealers as the 
complaint alleged. The denial of im- 
proper acts was made by Armour & 
Co., Cudahy Packing Company, Wil- 
son & Co., Swift & Co., North Ameri- 
ean Provision Company, St. Louis 
Independent Packing Company, Jacob 
Dold, George A. Hormel Company, 
and John Morrel & Co. 

It was asserted by Frank Glankler, 
representing the packers, that the 
testimony showed that there was not 
a single instance of a retail meat 
dealer or a consumer protesting the 
prices charged by the packers or 


alleging a lack of competitive condi- 
tions in the industry. He cited evi- 
dence to show that keen competition 
had existed. 

As a matter of fact and record, 
said Mr. Glankler, there are only two 
complaints against the packers, one 
of them originating in Birmingham 
and the other in Cleveland, Miss. 

It was asserted that no price fixing 
conferences between the packers are 
being or have been held. 

The case is expected to go to Sec- 
retary Wallace for final decision. If 
the packers are found guilty, Secre- 
tary Wallace, under the law, could 
issue a “cease and desist” order and 
impose fines if the order was not 
obeyed. 


Market New Product 


Brown & Williamson Tobacco Com- 
pany, Louisville, Ky., has begun 
marketing a new Cellophane-wrapped 
plug chewing tobacco, under the 
name of Ox-Bright. The product is 
packed 12 cuts to the pound, and will 
retail at five cents. 


Mail Order Monthly Out 


Publication of Mail Order Journal, 
a monthly devoted to various phases 
of mail order advertising, began with 
the October issue. Offices of the pa- 
per are at 608 S. Dearborn St., Chi- 
cago. 


Philadelphia Clubs Join 


in Advertising’s Defense 

The Philadelphia Club of Adver- 
tising Women, with the Poor Richard 
Club, will hold a series of seven 
monthly dinner meetings this sea- 
son, in joint defense against destruc- 
tive criticism of advertising and to 
bring out evidence of advertising’s 
constructive force. 

Speakers at the first meeting, held 
Oct. 8 at the Poor Richard Club, 
were Anna Steese Richardson of 
Woman's Home Companion, who 
spoke on “What Advertising Has 
Done for the Home of Today,” and 
Leonard Dreyfuss, president of 
United Advertising Corporation, 
whose subject was “The Importance 
of Advertising to American House- 
wives.” 


Named Brewery Manager 


Fred L. Westheimer, formerly with 
Cleveland-Sandusky Brewery, Storz 
Brewing Company, Omaha, and 
Wiedman’s, Newport, Ky., has been 
named manager of Fecker Brewing 
Company, Danville, Ill. A newspaper 
campaign on Fecker’s beer is being 
released through United States Ad- 
vertising Corporation, Chicago. 


G. C. Wedding Dies 


George C. Wedding, former vice- 
president and sales manager of Ax- 
ton Fisher Tobacco Company, Louis- 
ville, Ky., died at Cincinnati, O., Oct. 
9, following a heart attack. 


* 
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SALES CALLS 


A NEW RAT/O of VALUE 


On November 12, The ECONOMIST accelerates its 
publishing schedule. Every other Tuesday a fresh 
ECONOMIST with up-to-the*minute news will give 


ECONOMIST subscribers a head start in sales 


Advertisers can now step up the frequency of their 
department store calls. They can time their adver- 
tising to the needs of the market. They can dominate 
75% of the purchasing power in the department 


store field. 


DRY GOODS 


And the new rates will enable the advertiser to 
buy twenty-six issues at only slightly more than 
he now pays for twelve. 


This new ratio of value with its added timeliness, 
intensified reader interest and low-cost coverage 


means Multiple Value for advertisers. 


Write to The ECONOMIST 


The ECONOMIST is the service center 
for advertisers and manufacturers selling 
the department store field. 


Make The 


ECONOMIST your source for information. 
Let us start by giving you full details on 
the new ECONOMIST schedule and rates. 


ECON OMIST 
DEPARTMENT STORE Magazéne— 


EVERY 
OTHER 
TUESDAY 


ADVERTISING IN 
MAGAZINES DOWN 
DURING OCTOBER 


Chicago, Oct. 11.—Advertising 
lineage in national magazines for 
the current month is approximately 
2.5 per cent below lineage for Octo- 
ber of last year, ADVERTISING AGE’S 
analysis of lineage carried in publi- 
cations measured by National Adver- 
tising Records indicates. 

A total of 79 individual publica- 
tions and five groups of women’s 
magazines measured by National Ad- 
vertising Records carried 1,393,287 
lines of advertising this month, com- 
pared with 1,428,731 lines last year. 
This is a loss of 35,444 lines, or ap- 
proximately 2.5 per cent. 

Seven standard publications lost 
7,032 lines, or approximately 15 per 
cent, over the previous year, their to- 
tal lineage for 1935 being 40,037, 
against 47,069 last year. 

In the general classification, 36 
publications carried a total of 503,761 
lines this month, compared with 550,- 
954 lines last year, a loss of 47,193 
lines, or about 8.6 per cent. 

Seventeen individual women’s 
magazines carried 497,863 lines of 
advertising in October, and 536,216 
lines last October, for a loss of 38,- 
353 lines, or 7.1 per cent. 

The five groups of women’s maga- 
zines, however, continuing a trend 
which has been evident for several 
months, showed a substantial gain, 
earrying 242,373 lines this month, 
compared with 189,211 lines last 
year. This is an increase of 53,162 
lines, or about 28 per cent. 


Others Show Gains 


Eight outdoor publications also 
showed a gain, from 69,346 lines last 
year to 70,785 this year, the net gain 
being 1,439 lines or approximately 
two per cent. 

Ten mail order publications carried 
38,468 lines of advertising this 
month, against 35,935 lines last Oc- 
tober, for a gain of 2,533 lines, or 
about seven per cent. 

Among weeklies and semi-weeklies, 
for which September figures are the 
latest available, 12 publications car- 
ried 644,742 lines of advertising this 
year, compared with 679,991 lines 
last September, for a loss of 35,249 
lines, or about 5.2 per cent. 

Individual figures for each of the 
publications measured are given in 
the following tabulation: 


Standard 1935 1934 
American Mercury..... 2,872 5,220 
Atlantic Monthly....... 12,296 6,821 
Current History........ 1,715 2,816 
Forum and Century.... 3,915 5,742 
Harpers Magazine 8,913 10,107 
Review of Reviews.... 5,697 8,038 
gk Ee 4,629 8,325 

Total Growp....... 40,037 47,069 
General 
pe ee 17,336 18,370 
American Boy ......... 7,271 7,535 
American Golfer ...... 3,253 6,072 
American Home ....... 25,374 20,090 
Arts and Decoration... 9,884 11,088 
ME ns KiD esa eaeR OOK ae 3,052 3,174 
Better Homes and 

ae er 21,258 20,960 
NN. MINE 5 4.55.6<s-c 0-8 8,315 8,355 
2 ES 2 eee eee 5,101 5,657 
Christian Herald....... 10,779 10,023 
Cosmopolitan ......... 4,124 28,295 
CoURIy BNE ........% 17,521 19,495 
a ROT TE Eee 34,520 29,323 
i I 58,223 72,364 
Graduate Group........ 2,286 715 
House and Garden..... 29,588 37,244 


House Beautiful Com- 
bined with Home & 


WEEE 65.5 5646-65 0 06 6 29,681 33,882 
ND 6 6 4.5400 0.5.0% 14,882 11,287 
EE -.5'6.54¥.510:% Ge eelewd & 3,564 4,631 
PC ere eee 6,206 11,047 
Modern Mechanix and 

SMVORUIONS ...ccccs 11,094 10,533 
National Geographic... 6,492 6,699 
Nation’s Business...... 17,041 17,830 
Open Road for Boys... 3,995 3,956 
Physical Culture....... 11,141 10,889 
Popular Mechanics..... 18,081 14,532 
Popular Science Monthly 14,147 13,382 
Pe ee eee 15,373 20,220 
Scientific American.... 2,966 3,364 
eg ae eee 13,923 16,380 
ee eS eee 21,575 23,821 
1Startling Detective Ad- 

POREUIES  . ivcvives 4,871 4,549 
Et! >. bie y's 6.03 Se be 11,462 11,261 
ED 6645.00 55-s0 ended 4,964 5,143 
True Detective Mys- 

55-64 eens Gaon 4,977 4,379 
We MEE i860. occas 9,441 24,409 

Total Group.......503,761 550,954 


October 14, 1935 
Women’s 1935 1934 
ab ncanveas es 11,440 29,617 
Parmers Wile. ..cecces 12,236 10,490 
Good Housekeeping.... 46,055 54,317 
Harper's Bazaar....... 76,021 76,709 
ROGUE ccsdonsresess 9,202 13,379 
Household Magazine... 13,172 16,108 
Junior League Magazine 10,652 10,403 
Ladies’ Home Journal... 49,417 58,292 
7 rn ae 43,624 48,194 
Home Arts-Needlecraft 5,969 5,055 
Parents Magazine...... 18,625 21,123 
yg PP rrrr rrr Ty 10,575 15,169 
Pictorial Review....... 19,344 12,902 
ro, > Aer 20,086 20,884 
WS. cok unees ee ce nue s 97,637 93,111 
Woman's Home Com- 
cc bbe eee én 44,713 43,347 
Woman’s World ....... 9,095 7,116 
Total Group....... 497,863 536,216 
Women's Groups 
Fawcett Women’s Group 
Hollywood Magazine. 15,953 8,157 
ee TE <4 6 sc akées 16,234 9,176 
‘Romantic Movie 
DUE odcccsarsacce 3 Rees 
Romantic Stories.... 11,966 8,074 
Screen Play Magazine 15,864 9,970 
True Confessions..... 12,245 9,964 
‘Motion Picture...... 13,653 13,922 
1Movie Classic....... 13,653 13,922 
Macfadden Women's 
Group 
True Romances...... 12,736 9,539 
*+Movie Mirror....... 14,842 11,752 
tLove & Romance.... 12,586 9,277 
tRadio Mirror....... 12,512 5,912 
*True Experiences... 12,630 9,112 
Modern Magazines 
Modern Screen....... 15,425 15,302 
Modern Romances.... 13,495 15,234 
Radio Btars.......0. 13,968 10,389 
Motion Picture Unit... 13,591 13,926 


Screenland Unit 


Screenland .......... 10,510 7,809 
Silver Screen......... 10,510 7,774 
Total Group.......250,484 189,211 

Outdoor 
Field and Stream...... 14,043 13,018 
Fur-Fish Game........ 6,153 7,373 
Hunter-Trader-Trap- 

a ¢isétegadaeewe 66 7.356 8,436 
Hunting and Fishing... 7,606 9,286 
National Sportsman.... 8,763 9,949 
Er ee 5,233 5,272 
eo a 11,864 


Sports Afield 


Total Group....... 70,785 69,346 

Mail Order 
ce a ae 6,801 6,316 
Gentlewoman ......... 4,419 4,271 
BS eee ee 4,729 4,331 
ee, 2,751 2,493 
Home Priend.........; 3,611 2,978 
Household Management 

Journal ..........No Issue 1,962 
Illustrated Mechanics.. 2,795 2,250 
ee ee 2,047 2,136 
Mother’s-Home Life.... 3.287 2,988 
a 6,819 7,245 
Sovereign Visitor...... 1,209 927 

Total Group....... 38,468 37,897 


September Advertising Lineage 
Weeklies,* Semi-Month- 
lies & **Monthly 


American Weekly...... 75,177 73,893 
Business Week......... 28,297 26,036 
SIN 5k 6G ad wen ks oew 6 80,832 72,430 
on ns ne 9,550 8,999 
CAAA oe ee 30,627 21,732 
EEE ok ik ow. 4 Sik tarpl a ol 15,951 26,912 
Literary Digest........ 17,289 28,969 
TOWS= WOOK oo ices Co aren 
WOW TOPMOT. ccc cee nss 88,298 123,190 
Saturday Evening Post.130,136 152,060 
MP 500 oy os, a ohne oe 95,883 77,619 
**Town & Country..... 30,485 38,192 
‘United States News... 42,217 29,959 

Fotal. Group. 1206+ 659,712 679,991 


‘Figures supplied by publisher. 
71934 figures supplied by publisher. 
"September figures. 


Elected to Four A’s 


Stewart-Jordan Company, Philadel- 
phia, has been elected to membership 
in the American Association of Ad- 
vertising Agencies. 


First 


IN TOTAL DISPLAY 
ADVERTISING 


Since 1932 


For the years 1932, 1933, 
1934 and 1935 to date, the 
Evening Ledger has carried a 
greater volume of Total Display 
Advertising than any other 
Philadelphia newspaper, _1n- 
cluding those published seven 
days a week. 


PHILADELPHIA 


EVENING 
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“NEWS FEATURE” 
ADS BEST LIKED, 
GALLUP REPORTS 


Studies Attention Given 16 
Basic Copy Appeals 


Chicago, Oct. 10.—Readers of Sun- 
day newspapers respond more posi- 
tively to the “news features” type of 
copy appeal in national advertising 
than to any other type of copy ap- 
peal, even “sex allure.” 

This discovery was made by Gal- 
lup Research Bureau, Chicago, in a 
study of reader interest in Sunday 
newspapers which it conducted for 
Kimberly-Clark Corporation, Neenah, 
Wis. 

Individual interviews were secured 
with 29,000 of the 4,979,875 readers of 
20 different Sunday newspapers lo- 
cated in 16 cities. 

In each interview, Gallup men 
marked with crayon each article, pic- 
ture, feature, news story and adver- 
tisement that had been seen and was 
definitely remembered by the reader. 

One question which the survey 
sponsor desired to have answered 
was: “What copy appeals evoke the 
most positive response from Sunday 
readers?” 

In the 20 newspapers studied, all 
national advertising divided itself 
into 16 basic themes. Averaging the 
readers per-column inch obtained by 
these themes, the 16 appeals rank 
themselves in the following order of 
effectiveness: 


Readers Per 
Column Inch 
Men Women 


1, News features ..... 653 1.007 
No paar aon 377 1.027 
3. Social advance- 

Ee rere 476 .837 
4. {Narrative tech- 

BOD 2c ctccdceses .318 695 
5. *Radio characters.  .388 -541 
6. Reason why copy.. .316 563 
A eee .162 .414 
8. Testimonials ...... -200 .3856 
9. Scare appeals ..... .139 407 
10. Smartness, newness .271 .251 
11. Health appeal ..... -218 272 
12. Product’s reaction 

under test .....+-. .276 .263 
13. Price reductions and 

ae re -262 .167 
BG, PROMIMME. ..... 0006 .167 .256 
15. Service given with 

MINE 6 6.b:0.6.40100 083 321 
16. The product alone 

with no drama.... .232 073 


tBoth strip and straight copy. 

*Characters from the product’s 
radio program. 

In many of the advertisements re- 
viewed, two or more of the above 
themes were combined, the study 
points out, and the classification un- 
der which they have been listed is 
open to challenge. When any such 
conflict arose, however, the theme 
motivating the illustration was taken 
as the dominant one. 

The “price reduction and value” 
advertisements were, of course, na- 
tional advertisements, the bureau 
adds, stating that local advertise- 
ments tell a different story. 

In addition to relative worth of 
copy appeals, the study also was 
made to determine the extent to 
which Sunday papers are read, the 
proportion of Sunday circulation 
which can be reached through differ- 
ent sections; what constitutes good 
position in the Sunday papers; and 
the relative interest aroused by vari- 
ous types of illustration and layout. 
Kimberly-Clark has issued a book 
on the study’s findings. 


Run Poster Contest 


The Institute of Foreign Travel, 
80 Broad St., New York, has an- 
nounced a poster contest open to 
artists of United States and Canada, 
for the purpose of stimulating Euro- 
pean travel. Three prizes totalling 
$800 and a round trip passage to Eu- 
rope will be awarded. Entries must 
reach the Institute not later than 
Dec. 31, 1935. 


Starts Station WELI 


Patrick J. Goode has started oper- 
ation of radio station WELI in New 
Haven, Conn., a 500-watt outlet on 
a daylight schedule in the 900-kilo- 
cycle band. 


St. Louis Club Elects 


Frank C. Hamilton, Van Hoffman 
Press, St. Louis, has been re-elected 
president of the Advertising Club of 
St. Louis. Other officers are Arthur 
E. Kaye, St. Louis Star-Times, first 
vice-president; Gordon Hertslet, An- 
fenger Advertising Agency, Inc., sec- 
ond vice-president; R. C. Adams, 
American Security Credit Company, 
treasurer; George W. Coombes, St. 
Louis Community Fund, re-elected 
secretary. 


Men Factors in Car Sales 


According to a survey made among 
automobile dealer and distributor 
salesmen by the Syracuse, N. Y., 
Post-Standard, men are the dominat- 
ing influence in 68 per cent of new 
ear sales, this figure holding true 
generally in all price ranges, 


Phone Company’s 
‘Hello’ Inserts 
Bring Applause 


Cleveland, O., Oct. 10.—The experi- 
ment of the Ohio Bell Telephone 
Company with envelope inserts has 
proven so successful that the mailing 
pieces will find a permanent place in 
the company’s public relations pro- 
gram. 

Ohio Bell first introduced the little 
four-page leaflets, entitled “Hello,” 
about a year ago, in an effort to build 
good will. Sparkling human interest 
stories were injected into the leaflets, 
all related to telephone service and 


the problems of giving service. 

One issue told the words used in a 
Japanese telephone conversation be- 
tween operator and customer, de- 
scribed a lineman’s solicitous care of 
a bird’s nest found at the top of a 
pole, and pointed out that even the 
ancient scar of a barbed wire scratch 
on a steer’s hide causes the hide’s 
rejection by purchasers of leather for 
linemen’s belts, where safety is of 
prime importance. 


Final returns on 2,500 question- 
naires sent out to subscribers by an 
independent research organization 
showed that 24 per cent of those ad- 
dressed responded, an unusually high 
percentage. Still more important, 
however, is the fact that 74 per cent 
of the respondents had read the in- 
serts and 94 per cent of these de- 


clared they had found them interest- 
ing. The questionnaires in no way 
indicated that the replies were going 
to Ohio Bell. 

The inserts are enclosed each 
month with regular bills, represent- 
ing a circulation of 450,000. It has 
been found that the light, amusing 
folders remove the sting from bill 
collection and stimulate a friendly 
feeling. Comments on the inserts 
have been received from a host of 
outside sources. 


Griffith in New Post 


Robert C. Griffith, formerly district 
sales manager of Frigidaire Corpora- 
tion in the Baltimore and Washing- 
ton territory, has joined the national 
staff of Baltimore News-Post and 
Sunday American. 


ENOUGH COFFEE 


to FLOAT A NAV 


New ORLEANS, famous for its consumption of cof- 
fee, commands the respect of all manufacturers. 


Yet 


there is another group, right in New York, which con- 
sumes Nine Times more of this profitable beverage than 


all of the residents of the Crescent City put together .. . 
The families in more than 600,000 substantial homes 
where the New York Evening Journal is, and always has 
been, the preferred evening paper. 


The tremendous Buy- 


ing Potential of these responsive readers is augury of 


success to manufacturers who approach America’s Great- 
est Market through the Journal. 
tute or alternative for the Journal, to reach the Journal 


families. 


And there is no substi- 
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MUTUAL USE OF 
‘PRICE’ APPEAL 
DRAWS CRITICISM 


Insurance Executives Meet 
at Des Moines 


Des Moines, Ia., Oct. 10.—Price 
and dividend appeal in advertising of 
mutual insurance companies received 
sharp criticism from Carl S. Crum- 
mett, advertising manager of Ameri- 
can Mutual Liability Insurance Com- 
pany, Boston, in an address before 
the advertising-sales conference of 
the National Association of Mutual 
Insurance Companies here this week. 

Advertising based on lower cost 
does not inspire the confidence 
among conservative institutions that 
may be desired, Mr. Crummett said. 
Mutual companies have other selling 
points beside cost which they can 
utilize, the advertising and sales 
executives were told, 

There is an extensive field for edu- 
cation promotion in insurance, he 
pointed out, adding that the “public 
is about as ignorant on insurance 
matters as it is on abdominal sur- 
gery.” Price is important only after 
the quality of the product has been 
established, he declared. 

Every advertising manager should 
spend at least two weeks every year 
in the field, to obtain consumers’ and 
agents’ reactions to his company’s 
advertising, asserted Paul Parkinson, 
advertising manager of the Hard- 
ware Mutual Casualty Company, 
Stevens Point, Wis. 


Contacts Are Valuable 


Contacts with agents, he said, 
would enable the manager to deter- 
mine the value of present sales helps, 
and to learn at first hand what the 
advertising department may do to 
cooperate further to make advertis- 
ing more successful, 

D. F. Raihle, general sales man- 
ager of Hardware Mutual Fire Insur- 
ance Company, Minneapolis, told the 
conference that the art of “stair 
step” selling, making one sale lead 
to another, is as old as the business 
of bartering, “yet in most fields of 
advertising, is as fresh and potent as 
ever because so rarely used to its 
full effectiveness. 

“The old side show proprietor of 
years ago,” he said, “knew and 
valued this principle. His famous 
‘tell your friends and neighbors’—a 
phrase worked into each curtain 
speech—was a practical application 
of ‘stair step’ selling. The modern 
salesman does the telling, using yes- 
terday’s sale as an entering wedge 
on today’s prospect.” 


Creates Better Understanding 


Among the outstanding contribu- 
tions which advertising has made to 
the public mind is a better under- 
standing of the early history of the 
country and its growth and progress, 
Dr, Louis A. Warren, director of Lin- 
coln National Life Foundation, Fort 
Wayne, Ind., declared. 

Companies organized before the 
era of intensive advertising with 
little attention given to the choice 
of a name suitable for public an- 
nouncement, have often found it diffi- 
cult to establish an adequate adver- 
tising theme, Dr. Warren said. 

The possibility of coordinating 
name, insignia and slogan into a 
harmonious and pleasing public pre- 
sentation is a task which has been 
difficult for the older establishments 
to achieve. A company which may 
be using a familiar and honorable 
hame may contribute much to the 
public’s appreciation of such a name 
if a dignified and constructive form 
of advertising is followed. 

“The genius of directing the flow 
of helpful information relating to 
health, child welfare, and recreation, 
through channels of advertising me- 
diums has been displayed to great 
advantage in the advertising pro- 
grams of leading insurance compa- 
nies,” Dr. Warren said. 


Mill Owners Mutual Fire Insurance 


Company of Des Moines was awarded 
first place in the general advertising 
exhibit. Second place went to Em- 
ployers Mutual Casualty Company, 
Wausau, Wis. and third was 
awarded to Federal Hardware & Im- 
plement Mutuals, Minneapolis. 

Decisions were based upon the 
quality of materials exhibited, pre 
sentation of materials of an adver- 
tising program, and attractiveness of 
the exhibit itself. 

Three companies took the major 
share of first places in scores of ex- 
hibit divisions, which ranged from 
ase of newspapers, outdoor, maga- 
zines, direct mail, and business pub- 
lications, to use of novelty and re- 
membrance advertising, house or- 
gans, and letterheads. 

The heavy winners were the In- 


diana Union Mutual Insurance Com- 
pany, Indianapolis; Hardware Mu- 
tual Casualty Company, Stevens 
Point, Wis.; and the Employers Mu- 
tual Liability Insurance Company, 
Wausau, Wis. 

Judges of the contest were Clifford 
DePuy, publisher, Underwriters Re- 
view, Des Moines; Forrest Geneva, 
advertising manager, Des Moines 
Register and Tribune; and Prof. 
Lewis E, Hoffmann, School of Com- 
merce and Business, Drake Univer- 
sity. 

Paul Parkinson, advertising man- 
ager of Hardware Mutual Casualty 
Company, Stevens Point, Wis., was 
elected president of the advertising- 
sales conference of the National As- 
sociation of Mutual Insurance Com- 


panies 
ing. 

Mr. Parkinson succeeds Len H. 
Jones, advertising manager of Lum- 
bermen’s Mutual Insurance Com- 
pany, Mansfield, O. 

Other officers elected were Carl S. 
Crummett, advertising manager of 
American Mutual Liability Insurance 
Company, Boston, vice-president, and 
Len K. Sharp, advertising manager 
of Mill Owners Mutual Fire Insur- 
ance Company, Des Moines, secre- 
tary-treasurer. 


at the conclusion of the meet- 


Warner Joins Crockett 


C. R. Warner, Cleveland manager 
of Outdoor Advertising, Inc., since its 
organization, has resigned to become 
executive vice-president of Crockett, 
Inc., Cleveland. 


Scribner’s Extend 


Travel Service 


Charles Scribner’s Sons, publishers 
of Scribner’s Magazine, are increas- 
ing their work for travel advertisers 
by the extension of their travel edi- 
torial service under the direction of 
Katherine Gauss. 

Walter E. Barber, formerly asso- 
ciated with Cunard Steamship Com- 
pany, will be travel advertising 
manager, 


C. L. Lewis Resigns 


Charles L. Lewis, general manager 
of The Recorder Printing & Publish- 
ing Company, San Francisco, since 
1917, has resigned due to ill health. 
He is succeeded by Frank F., Kilsby, 
who has been sales manager of the 


company for the past 16 years. 
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October 14, 1935 


ADVERTISING AGE 


The Week’s 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Oct. 14 


Colgate-Palmolive-Peet Company, 
for Super Suds. New. “Clara, Lu 
‘n’ Em.” Monday through Friday, 


5:45 to 6 p. m., EST, over 40 sta- 
tions of the NBC Red network, plus 
station in Chicago at which it will 
originate. (Station of origin not de- 
termined at time of going to press.) 
Agency, Benton & Bowles, Inc., New 
York. 
Oct. 19 


The Carborundum Company. New. 
The Carborundum Band. Saturday, 
7:30 to 8 p. m., EST., over 18 sta- 
tions of the CBS network. Origi- 
nates at Niagara Falls, N. Y., 
through WKBW, Buffalo. Agency, 
Batten, Barton, Durstine & Osborn, 
Inc., New York. 


== 2 


Chevrolet Motor Company. Re- 
newal and change of program. Rubi- 
noff, Graham McNamee, and others, 


Detroit. 
Oct. 20 


syrup. New. 


New York. Agency, 
Palmer & Co., Inc., Chicago. 


Schroeder to J. W. T. 


sistant space buyer for Frederick 


son Company, Chicago. 


The Pinex Company, for cough 
“Pine Mountain So- 
cial.” Sunday, 3:15 to 3:45 p. m. 
EST, over 23 stations of the NBC 
Blue network. Originates at WJZ, 


Lester H. Schroeder, formerly as- 


replacing the “G-Men” series. Sat- 
urday, 9 to 9:30 p. m., EST, over 59 [| Ou OR ADS ON 
stations of the NBC Red network. 
Originates at WEAF, New York. 
Agency, Campbell-Ewald Company, 


SUNDAY ARE BAD 
POLICY: DORAN 


Washington, D. C., Oct. 10.—Liquor 


Philip O.| advertisers will do well not to adver- 


tise their products on Sunday, James 
M. Doran, administrator of Distilled 
Spirits, Inc., formerly the code au- 
thority of the distilled spirits indus- 
& try, has warned members in a letter 


Mitchell, Chicago, has joined the me- | 8€@t out this week. 
dia department of J. Walter Thomp- 


In his letter, Mr. Doran said he 
believes there is “a rising opinion 
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A pre-view of _— pn oe AT A NT 
PRECISION & ECONOMY 


@ Identified and recorded, by type and location, the 
“cream purchasing power” among all w 
car dealers and independent repair 


in Automotive Advertising 


Reaching 85% of the Buying Power of a Great Industry 


D Sixty-seven shop 
E Thirty small tool items, 
jobbers, oil com- 
wagon-jobbers, 
dent repair shops. 


holesalers, 
shops in the 


devoted to the 
ing pages of 
publications 
of the FACT 
the way in w 


As aresult of the most comprehensive 
market investigation ever made of the 
automotive industry the Chilton Com- 
pany now offers, beginning with the 
December issues of three specialized 
publications built to serve that field, 
complete coverage of 85% of the buy- 
ing power of this great industry. This 
statement is not based on guesswork 
or “wish-work”’; it is based on definite, 


demonstrable figures carefully ac- 
quired and painstakingly compiled. 
The story is contained in a compre- 
hensive brochure, two pages of which 
are shown in this advertisement, and 
a copy of which will be sent you on 
request. 

Don't complete your 1936 advertis- 
ing and sales plans until you have 
seen it. Write today. 


OUT DECEMBER, 1935 


AUTOMOBILE 
TRADE JOURNAL 
A specialized, modern 
business paper editedex- 


clusively for automobile 
dealers. 


MOT 


field. 


A practical business 
paper for the auto- 
motive maintenance 


e MOTOR WORLD 
OR AGE WHOLESALE 


A new type business 
paper for the automo- 
tive jobber and his 
salesmen. 


AUTOMOTIVE DIVISION 


CHILTON COMPANY 


PHILADELPHIA, PA. 


56TH AND CHESTNUT STREETS 


New York - Detroit - Cleveland 


- Chicago - Boston - San Francisco 
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BIG CONTEST 
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CROSSE & BLACKWELL 
Goud thine te eat since 1706 


Full-page advertisement in Wash- 
ington papers which announced 
the Crosse & Blackwell contest. 
(Story on Page 27.) 


against what I believe is becoming 
offensive to the public—that is, ex- 
cessive advertising of liquor, both in 
the daily press and the periodicals.” 

Mr. Doran informed members that 
he plans to bring the question of 
Sunday advertising to the attention 
of the next executive meeting of the 
organization. 

“While the institute never adopted 
a formal resolution on the subject of 
Sunday advertising,” Mr. Doran’s 
letter said in part, “it was the con- 
sensus when the matter was dis- 
cussed that, while no law or regula- 
tion prohibited such advertising, it 
was, nevertheless, bad policy, and the 
slight advantage gained thereby 
would be more than offset by un- 
favorable public opinion.” 

Almost at the same time that Mr. 
Doran’s letter became public, the 
Federal Alcohol Administration, 
which succeeds the Federal Alcohol 
Control Administration outlawed by 
the Supreme Court ruling on NRA, 
announced that hearings on regula- 
tions for liquor advertising are ten- 
tatively scheduled for the latter part 
of October. 


Will Regulate Advertising 


The FAA, newly organized division 
of the Treasury, has launched a sur- 
vey of advertising campaigns of dis- 
tillers and others in the industry, in 
preparation for reviving the adver- 
tising regulation carried on by its 
predecessor. 

The label section, spearhead of the 
government’s campaign against all 
misleading advertising of both liq- 
uors and wines, is making a close 
study of the old FACA rules. 

An FAA official said the new ad- 
ministration will avoid, just as. far 
as possible, causing the destruction 
of large supplies of labels already in 
use, at least where labels comply 
with the old rules. - 

Investigators of the FAA are to 
be sent into the country this week 
with orders to renew the govern- 
ment’s enforcement of the “fair trade 
practice” provisions. These agents 
will check reports of violations filed 
by trade associations and state liquor 
authorities. 

Lawyers and administrators are 
now drawing up tentative sets of 
rules to cover the various provisions 
of the new act. Officials declare that 
there will be no lessening of efforts 
toward placing a ban on any adver- 
tising which is misleading. 

An average of 200 permit applica- 
tions is now being received daily. It 
is estimated that 6,000 permits will 
be issued in the next six weeks. Wine 
makers, liquor distillers, rectifiers 
and importers of foreign intoxicants 
must have permits to continue in 
business after that time. Wholesalers 
are given until March 1 to secure 
their permits. 

Senator Capper’s declaration that 
prohibition forces were getting ready 
to press for a tightening of liquor 
laws, including advertising regula- 
tion, has indicated a changing trend, 
according to officials. | 


Mahin Joins Elliott 
Harold Mahin, formerly director of 
sales of the General Outdoor Adver- 
tising Company, has joined E. B. 


Elliott Company, Miami, Fla. 
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TUNG-SOL RADIO 
TUBE CAMPAIGN 
WIDENS MARKET 


‘Plus Profits’ Is Theme of 
Dealer's Manual 


New York, Oct. 11—A market de 
velopment program on radio tubes, 
built around a “plus profit” idea, is 
now being placed in effect by Tung- 
Sol Radio Tubes, Inc., with the two- 
fold purpose of obtaining new deal- 
ers and helping present Tung-Sol 
wholesalers to use the selling tools 
provided to better advantage. 

As the resut of an extensive sur- 
vey conducted among wholesalers 
and dealers, it was decided that a 
series of monthly drives should be 
undertaken, coordinating the efforts 
of all Tung-Sol wholesalers and 
salesmen to close selected prospects. 

First reports reveal that the plan 
is successful. The percentage of new 
dealers obtained in the initial drives 


in New York and Boston is far above 
the usual figure for such activities. 

The survey revealed that salesmen 
in various territories had no single 
plan of developing business. Each 
employed methods evolved without 
concentrated planning. Three man- 
uals form the basic material for the 
new program. One is for the whole- 
saler, another for his salesmen, and 
the third is a collection of letters 
used in furthering the salesmen’s 
work. 

For background advertising, the 
company has used only trade papers. 
Copy has appeared mainly in Radio 
Journal, Radio News, and Radio Re- 
tailing, 


Contains Six Essentials 


The wholesaler’s manual reviews 
the salesmen’s manual and in addi- 
tion gives detailed instructions on 
working out the plan. The “new 
dealer campaign” contains six dis- 
tinct steps. 

First, cities and towns in which 
new dealers are needed must be se- 
lected. The next step in the program 
is the selection by wholesalers of 
cities and towns to be covered by 
salesmen during the next monthly 
drive for new agents. The third 
move is the development of a list of 
prospective agents in the cities and 
towns selected and mailing this list 


co Tung-Sol headquarters for imme- 
diate follow-up with advertising. 

The salesmen then call on the deal- 
ers to whom the pre-call direct mail 
campaign was sent. A follow-up by 
torm letters to prospects who are de- 
sirable, but who could not be secured 
during the campaign, is the sixth 
step. 

The thought behind the drive is 
that every dealer needs one line to 
push. Around it, he hopes to develop 
his radio tube business and by means 
of it he expects to increase his 
prestige locally. Such a line is called 
a “plus profit line.” 

According to the Tung-Sol defini- 
tion, a “plus profit line” provides the 
dealer with better than average 
profit, develops his own business on 
a sound and permanent basis and 
increases his local prestige. A yard- 
stick by which a radio tube line can 
be judged for its “plus profit” value 
is built around nine essentials, which 
are elaborated upon in the salesmen’s 
manual. Salesmen leaf through this 
book with the dealer. It is used to 
get the story over quickly and ac- 
curately. 


Must Have Nine Essentials 


A dealer, it is stated, should not 
push a line of tubes unless it an- 
swers all the nine “plus profit” essen- 
tials. Superior quality of the tubes 


BAY Make 


The Detroit Area indicated 
in the distorted map below 
—contains 47.8% of Mich- 
igan’s population, 57% of 
its workers and 59% of its 
valuation. 


Detroit is experiencing the most rapid re- 
covery of any major city in the United States. 
People are earning, buying, spending, satisfying 
a five-year longing for THINGS and PROD- 
UCTS. And the most financially able of these 
people are readers of The Detroit News, for 
The Detroit News circulation—the largest in 
the Detroit trading area—is so concentrated 
that the better the district the better The News 


covers it. 


Detroit News circulation reaches homes. 


76 


per cent of Detroit News city circulation is 
HOME DELIVERED by 3000 exclusive car- 


riers. 


Detroit News circulation is 94 per cent 
weekday and 85 per cent Sunday concentrated 
in the local trading area—the area of urban 
and suburban dwellers, benefiting from De- 
troit’s healthy employment situation. 


Concentrate a sales campaign in the Detroit 
area, use The News, alone, thus obtaining 


dominating space at minimum cost and reach- 
ing practically all the financially able homes. 
Then watch your sales curve rise! 


THE 
DETROIT 
NEWS 


THE HOME NEWSPAPER 


New York, I. A. KLEIN, Inc. 
Chicago, J. E. LUTZ 


is the first essential. Under this 
heading are checked facts on dis- 
tance, clarity, selectivity, volume, 
freedom from avoidable noises, length 
of useful life and uniformity of 
quality. 

Essential No. 2 is that the line 
contain all types of tubes desired 
by consumers. Third of the essen- 
tials is a fair discount. Fourth 
is a maintained list price. Tung-Sol 
does not sell to chain stores, mail 
order houses or other cut-price out- 
lets. A very important feature of 
the firm’s policy is the fact that 
Tung-Sol makes no private brands 
for sale in the United States. The 
other 12 licensees, it is said, make 
119 brands, of which 107 are private 
brands. 

The fifth essential is the distribu- 
tion of tubes on a consignment plan. 
Tung-Sol was first to do this, start- 
ing in 1932. Figures in the manual 
show that before the plan it cost a 
dealer $102.40 to sell $100 worth of 
tubes. Tung-Sol’s cost, due to the 
consignment plan, is $83.50 for $100 
in retail sales, it is asserted. 

Protection in territories is the 
sixth essential. Tung-Sol, the sales- 
men’s manual brings out, protects 
both as to type of store and number 
of stores handling its tubes. The 
seventh essential is a fair and prompt 
replacement policy. 


“Helps Dealers” 


Cooperative advertising is the 
eighth point in the radio tube line 
yardstick. There are two policies a 
tube manufacturer may use in his 
advertising, it is stated. One is to 
focus the advertising primarily on 
building consumer acceptance for 
the tube. This “by-passes” the re- 
tailer. The other way is to advertise 
through the retailer, thus building 
the retailer at the same time accept- 
ance is being created for the tube. 
The latter is the Tung-Sol policy. 

Tung-Sol’s story in connection with 
the ninth essential, protection of 


dealers’ interests, mentions the 
company’s 7,000 successful retail 
“partners,” its sales increase of 


more than 800 per cent since 1931 
and 20 per cent in 1934 over the prev- 
ious year, its saving to dealers of 
$450,000 since 1930 by assuming loss 


-on price ehanges and its introduction 


of the consignment plan on a na- 
tional basis, causing other radio tube 
manufacturers to adopt the method. 

The manual, with numerous pages 
inserted bearing testimony of deal- 
ers in the territory where the sales- 
man is working, closes with the 
dealer contract form. After that, 
there is a supplementary section to 
which the salesman turns if the 
dealer is not satisfied with any par- 
ticular in the presentation. This 
section gives fuller information, 
carefully indexed, on each point 
which might arise as an objection in 
the prospective dealer’s mind. 


NBC Offers Optional 


Ohio-Indiana Coverage 
National Broadcasting Company 
has announced a new, flexible ar- 
rangement for southern Ohio-Indiana 
coverage, effective Nov. 1. Two 
groups of stations have been formed 
in the territory, Basic Group A, con- 
sisting of Station WLW or Station 
WSAI, and Basic Group B, consist- 
ing of Stations WCKY, WHIO and 
WIRE. 


Either of the groups may be used, 
subject to availability, with either 
the Red or Blue network. 


Ullman Reopens Studio 


Martin Ullman, New York designer, 
has returned from an eight weeks’ 
trip through Sweden, Germany, Den- 
mark, England and France, where 
he made a study of European pack- 
age style trends, and has reopened 
his studio at 25 W. 37th St. 


CHARGES RADIO 
PROGRAMS ARE 
OFTEN TRASHY 


Women’s Group Puts ‘Blame’ 
On Agency, Sponsor 


Washington, D. C., Oct. 10.—Sev- 
eral brickbats are tossed at radio 
program sponsors and advertising 
agencies by the Women’s National 
Radio Committee, in the second issue 
of its publication, “Radio Review,” 
which asserts that blame for alleged 
faults of radio must be placed at the 
door of those groups. 

“For one thing, the bright boys in 
the advertising agencies should have 
learned by this time that it is easier 
to win good will by flattering 
women’s intelligence than by assum- 
ing that all of us are retarded men- 
tally,” an editorial declares. 

“We do not believe, for instance, 
that the way to a man’s heart is 
through face powder, or that lipstick 
alone lends charm. We cannot swal- 
low statements claiming that a 
beauty cream will remove wrinkles 
after one treatment or make us look 
ten years younger in three hours. We 
know that no toothpaste or tooth- 
powder can do more than clean teeth, 
all the ballyhoo to the contrary not- 
withstanding.” 


“Trashy Hokum” 


Daytime serial programs are given 
short shrift, with this editorial com- 
ment: 

“Most of the serials which appear 
during the daytime hours are distin- 
guished chiefly for their trashiness, 
in addition to which their sponsors 
attempt to put over hokum reminis- 
cent of the old-time medicine shows.” 

Three of these, however, are sin- 
gled out for bouquets: “Today’s 
Children,” “Story of Mary Marlin,” 
and “Grace and Sade.” 

Grace Moore’s new radio program 
is labeled “sugar-coated and tied in 
ribbons and lace,’ while the 12-year 
old singer .called “Sugar Cane” draws 
the comment: “Just another preco- 
cious child singer. There ought to 
be a law——.” 

Many programs are given praise, 
not all of the editorial consisting of 
wormwood and gall for the agencies 
and program sponsors. Among them 
are “America’s Hour,” “Melody Mu- 
sic,” “Music Guild,” WEVD’s pro- 
gram with Grace Castagnetta, pian- 
ist, and WMCA’s “Women in Wash- 
ington.” Such programs suggest that 
“male critics who would relegate all 
women to the kitchen should tune in 
and become properly chastened,” it is 
stated. 


Fawn Art Studios 
Shift, Add Personnel 


George Hughes, New York illustra- 
tor, and Stuart Hamilton, formerly 
of Byron Musser, have joined the 
Detroit staff of Fawn Art Studios, 
Inc. Carl Setterberg, of the Detroit 
branch, and Arthur E. Roberts of 
the New York office, have been trans- 
ferred to the Cleveland studios of 
the company. 

The Fawn studios will soon stage 
a series of exhibits of commercial 
art work done by their staff in Buf- 
falo, Cincinnati, Pittsburgh and 
Rochester. 


Opens Chicago Office 


Clark-Hooper, Inc., New York, has 
opened an office at 400 N. Michigan 
Ave., Chicago, in charge of Stephen 
H. Hartshorn. 


NEW YORK 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound 5th edition of ‘Reserve Illustrations." Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


LO UNDERWOOD & UNDERWOOD 


CHICAGO DETROIT 
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JOHN BRANHAM, 
REPRESENTATIVE, 
TAKEN SUDDENLY 


Chicago, Oct. 10.—John M. Bran- 
ham, president of The Branham Com- 
pany, national advertising represen- 
tatives for more than a score of im- 
portant newspapers, died at Foxland 
Hall, his 500-acre 
estate near Galla- 
|tin, Tenn., Tues- 
|day morning after 
a brief illness of 
typhoid fever. 

Mr. Branham, 
who was 62 years 
old, was in rugged 
health until a few 
days before his 
death. He is sur- 
vived by his 
widow, Mrs. Laura 
Stratton Bran- 
ham, a sister, and 
two half-brothers, both of whom are 
prominent in the newspaper world. 
One, William D. Branham, is busi- 
ness manager of the Arkansas Dem- 
ocrat, Little Rock; the other, Charles 
E. Branham, is national advertising 
manager of the Knoxville Journal. 

Mr. Branham began his business 
career on the old Nashville American 
and later was dispatched to Chicago 
to represent that paper. About 1908 
he formed a partnership with the for- 
mer advertising manager of the Chi- 
cago Journal, the firm name being 
Barnard & Branham. Mr. Barnard 
died in 1909 and the following year 
saw the John M. Branham Company 
come into existence. In 1931, the 
present style was adopted. 

Mr. Branham developed a large 
and able organization, with branch 
offices in all leading cities. The men 
who helped build the business pros. 
pered with him, receiving stock in 
the company. 


John Branham 


Helped Liquidate Agency 


Publishers throughout the country 
held a high opinion of Mr. Branham’s 
business ability. When the advertis. 
ing world was stunned by the col- 
lapse of the Charles H, Fuller Com 
pany, one of the “Big Three” of Chi- 
cago agencies, a decade ago, Mr. 
Branham was appointed chairman of 
a committee to survey the wreckage. 
He thus inherited the arduous and 
thankless task of winding up the 
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agency’s affairs when it became evi- 
dent that the salvage was to be small. 

In recent years, Mr. Branham be- 
came interested in the breeding of fine 
horses and cattle. What he began as 
a hobby, however, quickly developed 
into an important industry in his 
home country around Gallatin. A re 
lated interest was his love of hunt- 
ing. He was for many years presi- 
dent of the Tennessee Fox Hunters 
Association and was re-elected to 
that office a few days before his 
death, 

Funeral services were held at Fox- 
land Hall today, with interment in 
Mt. Olivet cemetery. John Petrie, of 
the Chicago office of the Branham 
Company, and Fred E. Motz, of the 


New York office, were among the 
pallbearers. 


Grinnell Adds Service 


A point-of-purchase advertising 
consultation division has been formed 
by the Grinnell Lithographic Com- 
pany, Inc., New York, under the di- 
rection of R. Newton Brown, who for 
many years has devoted his attention 
to exhibits, window display and 
dealer material. 


R. H. Butler Appointed 


Ralph H. Butler has been named 
advertising and promotion manager 
of The Anderson Company, Gary, 
Ind., manufacturer of automotive 
“Vision-Control” products. 


Tax Wisconsin Chains 


A graduated chain store tax, which 
is an emergency measure terminating 
July 1, 1937, became effective in Wis- 
consin Oct. 4. The scale begins at 
$25 for each store in excess of one, 
and ends at $250 for all in excess of 
25. A tax is also imposed on filling 
stations, beginning at $3 for the first 
one, and ending at $150 for all be- 
yond 40. 


Petry Gets Eickelberg 


Wilbur Eickelberg, formerly with 
Tower Magazines, Inc., and prior to 
that active in spot broadcasting on 
the Pacific Coast and in magazine 
representation, has joined the New 
York staff of Edward Petry & Co., 
Inc., radio station representatives. 


Mail Order Sales Up 


Montgomery Ward & Co.’s gross 
sales for September amounted to 
$25,172,907, an increase of $2,079,442, 
or 9 per cent above September fig- 
ures of a year ago. For the eight 
months ending Sept. 30, 1935, the 
gross sales total $181, 310, 545, which 
is $28,604,213, or 18.73 per cent, above 
1934 figures for the same period. 


Pacific Admeet Dates Set 


Pacific Advertising Clubs Associa- 
tion will hold its mid-winter confer- 
ence at the Palace Hill, San Fran- 
cisco, Jan. 20-21. Plans are now 
being formulated for the 1936 annual 
convention of the association, which 
will be held at Seattle, Wash., July 
5-9. 


Harpers Magazine always has been a dominant in- 


fluence in travel decisions. 


And traveling means spending money. Money in prep- 
aration for the trip. Money to finance the trip.... 


real money. 


There can be no surer indication of buying power 


than the ability to travel. 


And the ability to travel, on the part of the readers 
of Harpers Magazine, is proof positive of its great value 
as an advertising medium among people of influence 


and high buying power. 


Anyway, let’s check through Harpers Mag 
we did last year, and then decide.’ 


Harpe 
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ADVERTISING AGE 


October 14, 1935 


SMASH CAMPAIGN 
TO HERALD NEW 
“THERMO ROYAL" 


Price of Anti-Freeze Will Be 
Controlled 


Philadelphia, Pa., Oct. 10.—An un- 
usual and rigorously enforced plan 
of price control, free distribution of 
thirteen separate and arresting 
types of point of sale displays, and 
a sensational program of advertising 
employing newspapers, radio, na- 
tional magazines and outdoor post- 
ers are promised by the Publicker 
Corporation, Philadelphia, in what 
it heralds as the greatest campaign 
ever used to promote an anti-freeze 
product. 

While introducing to the motoring 
public Publicker’s newest achieve- 
ment in this field, Thermo Royal, the 
campaign embraces also the corpo- 
ration’s other anti-freeze prepara- 


tions, Super 
Thermo 200. 

Advertising will begin next week 
in newspapers in all principal cities 
in the “freezing territory,” from the 
Rockies east. It will continue for 
an indefinite term and schedules will 
be flexible. Both rotogravure and 
black and white will be used and 
space will run up to 800 lines. 

The campaign will break in na- 
tional magazines with a double-truck 
spread in the Nov. 16th issue of 
Collier's. 

Other magazine copy will run half- 
page, one column, and down to 70 
lines, and will appear in American 
Legion Monthly, Cosmopolitan, Coun- 
try Gentleman, Liberty, Saturday 
Evening Post, Time, and other publi- 
eations. The manufacturer claims 
the greatest circulation for advertis- 
ing of his products of any anti-freeze 
preparation. 


Thermo and Super 


Coverage “Freezing Beit” 


Spot radio announcements will be 
used, with coverage throughout the 
freezing territory. Twenty-four sheet 
posters for the Thermo products will 
be employed in addition to Publick- 
er’s participation in a large co-opera- 
tive outdoor campaign for products 
of this type. 

New package designs will be in- 
troduced for all sizes, from the one- 


gallon can to the huge 54-gallon 
drum. In this connection, the firm 
adopted the slogan, “Bright Faces, 
Honest Names.” Red, white and 
blue combinations dominate both 
packaging and displays. 

The point of sale aids, declared by 
Publicker as constituting one of the 
most complete collections of display 
material ever offered with an anti- 
freeze, include an ingenious protec- 
tion chart with a slide-rule finder 
for quick and accurate reading; a 
wall thermometer, 39 by eight 
inches; canvas flags measuring 62 
by 28 inches; handouts, wall posters, 
buttons and arm bands for attend- 
ants, and six different types of 
weather bulletins. 


Control! Dealer Helps 


These weather bulletins, with 
changeable forecast cards, enable 
the dealer to set up a local weather 
service for his patrons, with the aid 
of his radio or newspaper. They 
serve the double purpose of making 
the motorist radiator-conscious and 
creating sustained interest in 
Thermo on the part of the attendant 
or dealer. The types offered include 
swinging wall bracket, window 
streamers, hanging card, poster, can- 
display rack and “A” board display 
piece, for use beside the gas pump 
or on pavement. The forecast cards 


read “Continued Cold,” 
and “Freezing Tonight.” 

Taking no chance on haphazard 
scattering of this material, Pub- 
licker is furnishing jobbers with 
order cards on which the dealer 
must state preference ag to type of 
display, amount of Thermo ordered 
and his approximate sales per sea- 
son, all to be certified by the jobber 
and the salesman. 

Super Thermo, formerly sold 
under the trade name of. Thermo 188 
Proof, is described in the copy as a 
completely denatured alcohol, non- 
poisonous and containing a rust-in- 
hibitor. Super Thermo 200 (200 
proof) contains, in addition to the 
rust-inhibitor, an oil seal, making for 
slower evaporation. 

The copywriters present Thermo 
Royal as “Thermo’s new chemical 
triumph—a .steel-blue liquid of tough 
‘temper,’ resulting from secret proc- 
esses, and proved for the public in 
a 10,000-mile sealed radiator test” 
Other claims made for the new prod- 
uct are that it has the “highest” 
heat-transfer capacity, defies evapo- 
ration, is non-rusting, has no offen- 


“Colder,” 


sive odor, and is not poisonous, 
eliminating the danger of _ toxic 
fumes. 


Thermo Royal is not merely a 
mixture of ingredients, the public 
is informed, but rather the result of 


» 


Wraecx 4 locomotives . . . and you’re 100 tons short of the pressure 


Rapid uses to impress the pattern into wax. 


as 2,000 tons! 


In lead moldings as high 
All in the day’s work. And just one of the facts. of the... 


dependable quality that makes printing from Rapid-made plates stand 


out. 


Matching the excellence of Rapid-made plates is Rapid’s delivery 


system ... nation-wide service out of Cincinnati, local service from Rapid- 
controlled plants in New York and California . . . a system keyed to today’s 
transportation speeds. Everywhere concerns, large and small, turn 
to Rapid. If you have not yet done so—next time try Rapid. 


LARGEST PLATE MAKERS 
IN THE WORLD 


ICES: NEW YORK, CHICAGO, SAN FRANCISCO 
THE ATLANTIC ELECTROTYPE AND STEREOTYPE CO., 2285. 48TH ST., NEW YORK 


HOFFSCHNEIDER BROS., 500 HOWARD ST., SAN FRANCISCO AND 324 THIRTEENTH ST., OAKLAND 


HOW BRITISH DO IT 


Whether you 


or dislike work in any shape ot form, you will 
appreciate a g d income in later years. 
A Pearl “ Pension Assurance” policy will provide 
this, in addition to protection for your dependents 
meanwhile. 


Please ust the form below for mguirien 


Pearl Assurance 


Company Limited 


ENQUIRY FORM 
Te the Joint Managing Directors, 
PEARL ASSURANCE CO., LTD., 
High Holborn, London, W.C.1. 
Please supply particulars of how I can obtain & pension of & 
My age aext birthday will be ...... 


A “different” life insurance adver- 
tisement which appeared late last 
month in London papers. 


secret processes which convert a 
special anhydrous ethanol into a 
cured and toughened product with- 
out loss of its water-thin liquidity. 
The 10,000-mile test to which ref- 
erence is made was run from Medi- 
cine Hat, Alberta, to Mexico City, 
through a temperature range from 
54 below zero to 102 above. It was 
conducted under supervision of the 
Adventurers’ Club of Chicago. The 
key with which the radiator was 
sealed was mailed by Police Chief 
Taylor of Medicine Hat, to Superin- 
tendent E. J. Kennebeck of the Pan- 
American Airways, at Mexico City. 
Mr. Kennebeck removed the seal. 


Little Loss 


Compensated for variation in alti- 
tude, hydrometer readings showed 
that the solution still protected 
against freezing to 40 below zero. 
The contents of the cooling system 
then were drained, the copy states, 
and were found to have decreased 
only 17 ounces, some of which could 
be attributed to spillage on mountain 
roads. 

A sound motion picture recording 
high spots in the test trip has Deen 
routed around the country to jobbers 
and dealers meetings. “Frames” 
from the film are enlarged to illus- 
trate a complete story of the test 
in broadsides being distributed to 
dealers. 

“It is proposed to sell every gallon 
of Thermo Royal to the public at the 
full advertised price,” says a com- 
pany statement with reference to the 
plan of price control. “Strong, spec- 
tacular advertising will convince the 
public that the price is _ right. 
Thermo Royal will not be offered to 
those merchants whose reputation is 
for price-cutting. 

“Thermo Royal is to be distributed 
through wholesalers under a ‘factor 
agreement,’ whereby the wholesaler 
does not take title to the merchan- 
dise. The manufacturer names the 
price at which the retailer buys. 
Factors will be admonished not to 
sell Thermo Royal to any retail out- 
lets that make a practice of price- 
slashing. Every report of price- 
cutting will be rigorously investi- 
gated and ‘policed.’ 

“The manufacturers of Thermo 
Royal, having expended great sums 
of money in the development and 
perfection and exploitation of the 
product, do not propose to let it be a 
‘loss leader’ or ‘football’.” 


Marmola to East 


Raladam Company, Detroit, manu- 
facturer of Marmola, has placed its 
advertising with Street & Finney, 
New York, 
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ADVERTISING AGE 


@ Let's suppose there were no business papers— 
no journals edited specifically for manufacturers, 
merchants, professional men or even advertising 


people. 
What would happen? 


Just this: the need, from the standpoint of both readers 
and advertisers, would be so great that some bright 
boy would decide to start a paper for, say, the bakers; 
and then somebody would turn out one for the retail 
hat stores, and before long there would be a journal 


devoted to the coal trade. 


The success of each one of these papers would result 
in other enterprising publishers starting business papers 
for each line of activity, and before long we would 
have journals in all fields, something like the great 


business press that serves us today. 


Readers can't get along without the specialized infor- 
mation that is given them in their trade and industrial 
papers; and advertisers can't get the service they 
offer so conveniently and economically anywhere else. 
That's why | say again— if we didn't have business 


papers, we'd have to invent them. 
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INSURORS GIVE 
AMOUNTS SPENT 
ON ADVERTISING 


New York, Oct. 10.—A survey con- 
ducted by the Life Insurance Sales 
Research Bureau in cooperation with 
the Life Advertisers Association re- 
veals that 45 life insurance com- 
panies in 1934 spent $1.19 for each 
$100 of new premium income on 
advertising. 

A sketch of the findings was sub- 
mitted by John Marshall Holcombe, 
Jr., manager of the bureau, and Ken- 
neth R. Miller, consultant, at the Life 
Advertisers Association meeting last 
week at Swampscott, Mass. 

Questionnaires had been sent to a 
large number of companies calling for 
detailed tabulations of expenditures 
under a dozen or more headings. 
Separate items reported by the com- 
panies were annual report advertis- 


newspapers, magazines, insurance 
journals, and special editions; out- 
door advertising, radio, direct mail, 
general sales literature, conservation 
literature, blotters, signs and dis- 
plays, novelties, calendars, advertis- 
ng allowances to agents, annual 
statement folders and booklets, pub- 
licity, home office salaries charged to 
advertising, and Life Insurance 
Week. 


How Money Was Spent 


In breaking down the figures into 
the various categories, a wide differ- 
ence in accounting methods made it 
impossible to give comparable figures 
accurately. The bureau pleaded for 
more uniform accounting procedures. 

The average 1934 advertising ex- 
penditure, for advertising of 45 life 
companies which furnished sufficient- 
ly complete information to make 
comparisons, was a little more than 
$40,000. . 

Fifteen “A” companies having 
more than $400,000,000 in force spent 
a total of $1,411,987 for advertising. 
The median was $56,512. Eight com- 
panies with $150,000,000 up to $400,- 
000,000 in force spent $167,752 on ad- 
vertising. The median figure was 


ing; space advertising, including 


$20,016. 


Fifteen “C” companies, that is, 
those having $50,000,000 to $150,000,- 
000 in force, spent a total of $193,871. 
The “C” median was $10,161. Seven 
“D” companies, those with less than 
$50,000,000 in force, expended a total 
of $49,150 on advertising and the 
median figures $4,107. 


To “American Weekly” 


Robert L. Windmuller, formerly 
vice-president of Morris, Windmuller 
& Enzinger, Chicago, and George W. 
Whiteside, recently with the Good- 
win Corporation, have joined the 
Chicago staff of The American 
Weekly. 


Open South Bend Branch 


Big Four Advertising Carriers, 
Chicago, have opened a branch at 
127 S. St. Joseph St., South Bend, 
Ind., known as Big Four Advertising 
Carriers of Indiana, Inc., in charge 
of Earl K. Keightley. 


Lehon Appoints 
The Lehon Company, Chicago, 
maker of Mule-Hide roofing, has ap- 
pointed Matteson - Fogarty - Jordan 
Company, Inc., of that city, to handle 
its advertising. Wendell Givler will 


be the account executive in charge. 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 825. It's a Small World! 


This brochure, by the Bamberger 
Broadcasting Service, Inc., tells the 
story of a field intensity survey 
showing a coverage of 19,046 square 
miles, a mail analysis indicating re- 
sponse from 50,000 people in 13 
states, and other details of the cover- 
age of station WOR, Newark. 


No. 826. Wisconsin Doctors Are Buy- 
ing. Wisconsin Plus Insurance 
Market. 

Issued by The Wisconsin Medical 
Journal, these folders deal with a 
survey of the Wisconsin professional 
market, and show how the market 


may be cultivated. 


OW agencies 


KNX PRESENTS FLETCHER WILEY’S 
HOUSEWIVES PROTECTIVE LEAGUE 


Nod Bay! 


and — their 


clients can hear any of 
KNX's five participating programs 
when and where they choose. 


Each of these programs, having:a: 


personality all its own, is presented 
in a complete folder which in- 
cludes a recording of excerpts of 
one of the actual programs—so 
you herr just how the commercials 
are given .. . also a complete 
sales folder presentation showing 
you bonafide case histories of 
present sponsors—up to date cov- 
erage data—mail breakdown from. 
present participants — costs, etc., 
all in“a b c time saving’ order.: 


KN 


ty 


One of these Five Participating Programs 


of your 


1 "Sharplesville’ (7 to 8 a. m. daily 
* except Sunday) conducted by Bill 
Sharples—the grocers’ friend. On KNX 
for past 8 years. 


9 “Eddie Albright's 10 o'clock Fam- 
*. ily" .(10 to 10:30 a. m. daily except 


Lo Sunday)‘ an intimate KNX program fea- 


tured for past 10 years. 


3 “Fletcher Wiley's Housewives Pro- 
* tective League" (11 to 11:30°a. m. 
and 3:30 to 4 p. m. daily except Satur- 
day and Sunday) De-bunking false adver- 
tising claims, rackets, and assists house- 
wives in determining true value. 


will best fit the merchandising quirks 
- product. 


4 “KNX Dude Range" (9:30 to 10 

* p.m. daily except Friday and Satur- 
day) featuring» Loyal Underwood and 
the famous Arizona Wranglers. 


5 “KNX Barn Dance" (8 to 10 p. m. 

* Saturday night) featuring entire 
KNX Orchestra and Talent Staff. Audi- 
ence show playing: before 1,500 people. 


Records of ALL these programs are at 
the offices of John Blair & Co., our 
National Representatives. 


_ THE “VOICE OF HOLLYWOOD” 


John Blair & I ee Representatives 


New York Detroit 


Chicago 


San Francisco 


No, 827. Heating and Ventilating’s 
Market Data. 


First of a series of market data 
sheets prepared by Heating and 
Ventilating, this material is devoted 
to the subject of summer air con- 
ditioning, and summarizes its past 
and present status in complete and 
understandable form. 


No. 828. Salvo. 


In this presentation, the Mutual 
Broadcasting System, by means of 
charts, figures and market statistics, 
gives a picture of the target facing 
radio advertisers, and how they can 
score by using the big guns of Mutual 
coverage. 


No. 817. How Spirits May Be Sold. 


Legal aspects of the liquor indus- 
try, as of August, 1935, are dealt with 
in these two maps prepared by 
Ahrens Publishing Company. One in- 
dicates how spirits may be sold le- 
gally through various outlets, while 
the other is concerned specifically 
with sales through hotels and restau- 
rants, and ineludes the number of 
hotels of 50 rooms or over, rated 
restaurants and clubs in each state 
permitting the sale of spirits on their 
premises. 


No. 819. Making Your Product Easy 
to Buy in the Plumbing and Heat- 
ing Market. Selling the Plumbing 
and Heating Market. 

These brochures, issued by Domes- 
tic Engineering Company, go into 
detail about the extent of the market 
and sales methods used in cultivat- 


ing it, and describe the services 
offered by Domestic Engineering 
Publications. 


No. 820. Microphones, Movie Stars 
~ ... and Soup. 

In this folder, Columbia Broad- 
casting System tells how Campbell 
Soup Company’s business, apparently 
grown to the verge of market satu- 
ration, expanded sales of its three 
leading brands 30 per cent, 35 per 
cent and more than 100 per cent. 


No, 821. Sola Luminous Tube Trans- 
formers. 


This manual, issued by Sola Elec- 
tric Company, tells the story of Sola 
Cyl-indor transformers: why their 
use adds attractiveness to sign struc- 
tures and how they raise the effi- 
ciency of luminous tube sign opera- 
tion. 


No. 823. What’s Wrong with Adver- 
tising? 


This analysis of the situation, by 
Charles Austin Bates, names waste 
as the root of all advertising evil, 
and suggests three methods by which 
excessive cost of advertising may be 
reduced. 


No. 824. Market Facts About the 
Intermountain Empire and the Salt 
Lake Market. 


In this handsomely produced 
brochure, the Salt Lake Tribune- 
Telegram has analyzed the Inter- 
mountain market, and _ provided 
maps, charts, photographs and fig- 
ures showing the sales opportunities 
the market offers, and the news: 
papers through which it may be sold. 


IT’S THE TOP! 


That is 
what four of 

our advertisers 

said last month 
of the Hunting & 
: Fishing — National 
Sportsman combina- 
} - tion. And no wonder 


---595,503 


men readers at 
$2.72 a 1000! 
Of course 
it’s the 
top 
! 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston NewYork Chicago Atlanta 
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FARM PAPERS: 
LINEAGE KEEPS 
UPWARD TREND 


Chicago, Oct. 11—Advertising in 
the farm press continues to show sub- 
stantial gains over last year, an an- 
alysis of lineage carried in papers 
measured by National Advertising 
Records during September, indicates. 

During that month 27 editions of 
monthly and semi-monthly publica- 
tions carried a total of 328,315 lines 
of advertising, compared with 262,134 
lines for the same papers during 
September of last year. These figures 
indicate a gain over last year of 
about 25.2 per cent. 

Detailed figures for all farm 
papers measured during September 
are shown in the following tabula- 
tion. In each case, the lineage shown 
does not include baby chicks, live- 
stock or classified. 


Monthlies 1935 1934 
Country Gentleman....... 27561 26297 
Capper’s Farmer ......... 20365 14675 


Progressive Farmer and 
Southern Ruralist 
Carolinas-Virginia Edi..18204 13298 
Georgia-Alabama Edi...17484 13855 
Mississippi Valley Edi..17185 11828 
Kentucky-Tennessee Edi.16908 11618 


le 14717 11891 

ee no oak xs hen 13090 9145 

Average 5 Editions..... 16900 12498 
Successful Farming....... 15647 11800 
California Citrograph..... 12335 14848 
Country Weme....cecccess 11462 9872 
Southern Agriculturist....11155 7852 
Southern Planter......... 8662 5728 
Western Farm Life...... 8169 5771 
Breeder’s Gazette......... 6479 2083 
Wyoming Stockman- 

DEY Ga bebcseeesaes 4885 2848 
co eee ee 3857 4807 
National Live Stock 

POCONO ceserceaccnse 3357 1849 
Bureau Farmer - August - 

September Combined. . 682 

Semi-Monthlies 
Farm and Ranch.......... 14443 11321 
MOOD WROMROR. 0600 cccceceee 13807 6165 
The Farmer-Stockman....13412 11785 
Arizona Producer......... 11272 13385 
Montana Farmer.......... 9807 8596 
Hoard’s Dairyman......... 9162 7705 
Missouri Farmer.......... 5454 5821 
Arkansas Farmer......... 2546 4796 

Bi-Weeklies 
*California Cultivator..... 23694 16669 
*Wallaces’ Farmer and 

Iowa Homestead...... 18839 21032 
*Prairie Farmer 

Illinois Edition......... 17195 12152 
Indiana Edition......... 15315 9339 
*Nebraska Farmer........ 16712 12716 
Zone Advertising........ 5228 6477 
Average 4 Editions..... 18019 
Average 6 Editions...... 13824 


*Pennsylvania Farmer....15570 15732 


TOremon Parmer. ..o...02 14933 10006 
Zone Advertising........ 42 
tWashington Farmer.....14874 11874 
Zone Advertising........ 812 
*The Farmer 
SHOORT TAGIGION» 6002 veces 14508 7530 
General Edition......... 13089 13101 
Dakota Edition......... 13089 9974 
*Wisconsin Agriculturist 
"Bay. Serer 13628 10283 
TONIG PRPMIOR.. cine cccsce 13337 12736 
*Rural New-Yorker....... 13127 16172 


*American Agriculturist..13095 19829 
Local Zone Adver- 


CERI cect ivvsseo cers 1918 3642 
*Michigan Farmer........ 12790 11802 
TEEORO PAVING. 662.0 6600 12513 9885 


Zone Advertising 
*Indiana Farmers Guide..11685 20681 
+Kansas Farmer (Mail & 


EEPESEED biovnesietas ccs 10550 7251 
Zone Advertising....... 1727 
*New England Homestead.10316 8566 
*Dakota Farmer... «..00++ 10132 12302 
tMissouri Ruralist........ 9207 7440 
Zone Advertising........ 2308 
Weeklies 
**Pacific Rural Press...... 31347 19866 
tWeekly Kansas City Star 
Kansas Edition......... 13468 12936 
Missouri Edition........ 13433 12978 
Arkansas-Oklahoma Edi.13342 12908 
**Capper’s Weekly........ 7411 7561 
tSemi-Weekly Farm News 
Priday BWaition..:.....+% 5477 5879 
Tuesday Edition........ 5286 5796 


tDairymen’s League News 4918 1998 


*Two issues in 1935, three in 1934. 
*Two issues each year. 
tFour issues each year. 
**Four issues in 1935, four in 1934. 


New Book Pictures 


Linotype Resources 


Mergenthaler Linotype Company, 
Brooklyn, N. Y., has published a 180- 
Page book, containing specimens of 
all linotype faces, including publicity 
and display type, as well as book and 
Periodical and faces with special 
characters. 

The book is free to those writing 
the company on their letterheads. 


Mehr Promoted ; 
Weber, Wagner Added 


Joseph Mehr, associated with Con- 
over-Mast Corporation for several 
years, has been appointed Eastern 
manager of Modern Brewery, a Con- 
over-Mast publication. 

Neal Weber will represent this 
publication in the metropolitan New 
York territory, and Richard R. Wag: 
ner has joined the staff of the Chi- 
cago office. 


Get High Life Beer 


Miller Brewing Company, Milwau- 
kee, maker of Miller’s High Life beer, 
has placed its advertising with 
Roche, Williams & Cunnyngham, Inc., 
Chicago. The agency will open an 
office at 601 Carpenter Bldg., Mil- 
waukee, in charge of Edwin B. Self. 


Contestants in 
Washington Get 
Valuable Prizes 


Washington, D. C., Oct. 10— 
Crosse & Blackwell Company, Balti- 
more food products concern, has 
launched a prize contest in Wash- 
ington and vicinity, in which the 
awards will be of a value distinctly 
unusual for a “local’’ contest. 

Three consumer prizes are being 
featured, with duplicate prizes to 
dealers: first prize, a Packard five. 
passenger touring sedan; second 
prize, a $250 fur coat; third prize, a 
$100 Philco radio. 


The contestant is to tell in 30 
words why she prefers \ « B proa- 
ucts, with each entry to be accom- 
panied by five labels, or facsimiles, 
one each from any five C & B prod- 
ucts, of which 21 were listed in a 
full-page newspaper announcement. 
The products range from cream 
soups to fig pudding. 

The announcement copy is being 
followed by three half-pages and 
seven quarter-pages in newspapers, 
and daily radio spots. 

The contest, closing Nov. 2, is 
limited to persons living in Wash- 
ington and in cities and towns with- 
in 15 miles of the Washington city 
limits. 

Excellent dealer co-operation was 
secured, with more than 400 new 
dealers taking on the line up to the 


opening of the contest. The C & B 
advertising is handled by Van Sant, 
Dugdale & Co., Baltimore. 


Name Tracy-Locke-Dawson 


Tracy - Locke- Dawson, Inc., New 
York, has been appointed to handle 
advertising of Schuykill Valley Mills, 
Spring City, Pa., and New York. 
Plans call for immediate release of 
promotion on Komfy-Top and Non- 
Run brands of women’s hosiery. 


J. J. Wilson Appointed 


John J. Wilson, recently with E. M. 
Freystadt Associates, New York, and 
before that with S. J. Schwinn, Pearl 
Assurance Company and Tri-Arts 
Press, has joined Merrill Anderson 
Company, New York, as account ex- 
ecutive. 


Now you can get 


“AUDITED CIRCULATION” 
in Industrial Talkies 


It brings your talkie to the 


point of sale! Modern Talking 


Picture Service operates through roadshow 
licensees who cover the entire country. 
They have scores of Western Electric equip- 
ments which travel from town to town in 
trucks, manned by skilled crews. Advance 
men handle all details of showings, such 
as local publicity and dealer cooperation. 


Modern Talking Picture Service 
handles all details of booking, distrib- 
uting and showing your picture 


Your talking picture can be shown to invited consumer audiences 
and club audiences anywhere, at any time you wish. And the signed 
tickets tell you HOW MANY people see your show. 

All you need do is supply the picture—made by any one of a 
number of competent producers—and name the communities where 
you wish showings. 

Modern Talking Picture Service puts your show on in a 
thoroughly professional way that gets far better results than ever 
before possible—takes over all the worry and detail—leaves your 
salesmen free to sell. 

Backed by four years’ experience, this nation-wide organization 
is continually serving such leading advertisers as Goodrich, Ford, 
Heinz, Metropolitan Life and Plymouth. 

Find out all about this tested aid to sales. Mail the coupon today. 


100% attention by selected 


prospects! When your show starts, 
the audience is bound to look at your 
picture. You are sure of their undivided 
attention for one or two hours— depending 
upon the length of your picture and the sus- 
taining pictures. Dramatically presented, 
your story appeals to them through eye and 
ear — makes a lasting impression such as 
only a well produced and presented talk- 
ing picture can make. 


ANY PLACE ANY TIME 


Operated by Electrical Research Products, Inc. 
250 West 57th Street, New York, N. Y. 
Units traveling out of all key cities 

FO ee OD GP EF 8 ER SSE A FS SP SS SO OE Oe SP SE a ee een 
| Modern Talking Picture Service A-A2 | 
| 250 West 57th Street, New York, N. Y. 
| Gentlemen: I’m interested in hearing more about your service. Please have | 
| a representative call. (Write your name and address in the margin) [ 
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WINDOW DISPLAY © 
GOAT OF CHAINS, 
MAGAZINE AVERS 


Cincinnati, O., Oct. 10.— Certain 
promoters of voluntary chains of re- 
tail drug stores are selling window 
display space in member stores to 
national advertisers under false pre 
tenses, Display World charges in its 
October issue. 

Claiming exclusive control of the 
show windows of members, these pro- 
moters induce manufacturers to give 
cash or free merchandise in exchange 
for use of space, the publication as- 
serts, adding that results are far 
from satisfactory to druggist or 
manufacturer. The condition is par- 
ticularly noticeable in a large mid- 
western city, it is charged. 

One tobacco manufacturer, it is 
stated, arranged for installation of 
displays in windows of a chain’s 
members, paying the promoter four 
eartons of cigarettes per store for 
this service. 

Later, it is charged, the manufac- 


turer discovered that the chain mem- | 


| bers knew nothing of the arrange- 
ment, that the chain did not control 
| exclusive use of these windows and 
| that the druggists received no part 
of the free goods. The manufacturer 
then had the displays installed by a 
professional installation company, 
and each druggist received a fair 
amount of free goods, it is stated. 


Received Poor Showing 


“Another organization offered 
manufacturers the use of their mem- 
bers’ windows for $1 each,” Display 
World relates. “They were trimming 
so-called merchandising windows for 
their members, which at the be- 
ginning was a free service but for 
which a charge was being made in 
due time. The cutout of the manu- 
facturer was placed somewhere in 
these general merchandise trims, but 
the druggist did not receive the 
dollar paid by the manufacturer and 
the manufacturer received a very 
poor showing whereas he expected 
an entire window in each store.” 

Display World asserts that “if ad- 
vertisers will permit window display 
to be used as a convenient means 
of carrying on unfair trade practices 
and thus assist the strengthening of 
unscrupulous operators of voluntary 
chains, the time will come when they 
will have to pay for the use of every 
show window whether in the big city 
or small town.” 


Machine Gives 
Time and Sales 


Talk on Phone 


Birmingham, Ala., Oct. 10.—Auto- 
matic equipment which gives the 
time of day to any telephone inquirer 
and at the same time recites an 
advertising piece is now doing duty 
in several Southern cities including 
Birmingham, Atlanta and Mobile. 

Plans for its extension to many 
other cities are understood to be 
under way. The Coca-Cola Company 
has a /lease on the equipment, called 
Audi 

The equipment uses the electric 
eye principle, with a change in the 
advertising message every hour and 
a change in the time given every 
minute. In Birmingham no effort 
has been made to advertise the time 
service, except by a “Coca-Cola Time 
Service” listing in the telephone 
book and by word of mouth, but ten 
trunk line telephones are kept busy. 


Ted Turner Resigns 


Ted Turner, for several years 
traffic manager of Freeman Lang 
Sound Studios, Hollywood, Cal., has 
resigned to join Earnshaw Radio 
Productions, Los Angeles. 
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he Association of National Advertisers’ 
Study of Outdoor Advertising’s Circulation values has 


established the 24-sheet poster as a powerful Sales Pro- 


ducing Medium . 


LITHOGRAPH 


To assure Maximum Effectiveness in 


your next poster campaign specify CONTINENTAL. 


CONTINENTAL: 


¢ CORP - 


CLEVELAND - 


OHIO 


MINIT-RUB FEATURES BOTH MANAGERS 


Rub in MINIT-RUB 


Time Min Reh Yo se 
agg me hed ae 
it's woaderful ! 


Sen 
pain. This is p Lag to _ special analgesic: 
relieving —ingredieats of this unique balm. 

At the same time, the eumemantatinns of action of 

Mini Rub acts to bring you sure Heat- 
iaduciog AMATO. 
lar tissze—right to the seat of the trouble. 

That is why thousands now turn to Miait-Rub's 
—— pag oy lary ge wee wo 


a tube today. 


. bruises ... simple 


MINIT- RUB for Muscle Strain 


1. Immediate Analgesic (pain-relieving) action 
2. Deep muscular penetration for sure relief 


SK any of the Chicago Cubs! They all agree 
with Charlie Grimm—you can't beat Minit Rub 
for relieving sore, strained or aching muscles. 
i dam magic relief from 
al analgesic—or pain- 
 ielatnadiica iain 
At the same time, the counter-irritaat action of 
Minit-Rub goes to work to bring you sure relief. 
Heat-inducing ingredients penetrate deep into the 
muscular tissue— ght to the seat of the trouble. 
That is why thousands now turn to Minit-Rub's 
famous Double Relief for strains, stuff or sore muscles 
+.» bruises ... simple headaches. Get a cube today! 


Immediately you 
pain. This idevee the ween 
pelieving 


TUNE INI in 
Ryan's Minit-Rub 


Special Relief for Chest Colds 
Apply Minit-Rub and inhale the vapors. This 
gives you Minit-Rub's Double Relief plus its 
soothing vapors which clear the air passages. 


Twin newspaper advertisements, 


TUNE INI Special Relief for Chest Colds 
yeraReviecara. | Apply Minit-Ruband inhale the vapors. This 
WGN Fo} sight | gives you Minit-Rub's Double Relief plus its 
je soothing vapors which clear the air passages. 


featuring Mickey Cochrane and 


Charlie Grimm, which appeared in newspapers on Monday of last 
week, while the world’s series was still going on. 


900 STUDENTS 
TO ENROLL FOR 
CLUB'S COURSE 


New York, Oct. 10.—A recent sur- 
vey indicates that more than 500 stu- 
dents, an all time high, will enroll in 
the advertising and selling course 
starting Oct. 21 at the Engineering 
Societies Building under sponsorship 
of the Advertising Club of New York. 

Lectures will be given Mondays 
and Thursdays until Feb. 27. The 
speakers, in order of their appear- 
ance, are H. B. LeQuatte, Churchill- 
Hall, Inc., and president of the Ad- 
vertising Club; Gilbert T. Hodges, 
New York Sun; Charles E. Murphy, 
attorney; Ernest Elmo Calkins; Dr. 
Paul H. Nystrom, Columbia Univers- 
ity; Dr. L. D. H. Weld, McCann- 
Erickson, Inc.; Ralph Starr Butler, 
General Foods Corporation; Marshall 
Adams, American Radiator Com- 
pany; Paul Cornell, Geyer, Cornell 
and Newel, Inc.; Ken Dyke, Colgate- 
Palmolive-Peet Company. 

Frank W. Lovejoy, Socony-Vacuum 
Oil Company; Edgar Kobak, Na- 
tional Broadcasting Company; Har- 


ford Powel, Kimball, Hubbard & 
Powel, Inc.; William T. White, 
Franklin Simon & Co.; Barry E. 


Thompson, Al Paul Lefton Company; 
Frank Commanday, Commanday-Roth 
Company; Alden James, This Week. 


Other Lecturers 


L. J. McCarthy, International 
Magazine Company; Leo E. Mc- 
Givena, New York News; J. E. Keilly, 
Hookless Fastener Company; Leonard 
Dreyfuss, United Advertising Corpo- 
ration; Maj. R. B. Fentress, Barron 
G. Collier, Inc.; Carl Percy, Carl 
Percy, Inc.; Edwin C. Mayer, Rickard 
& Co., Inc.; H. Paul Warwick, Cecil, 
Warwick & Cecil; Mrs. Anna Steese 
Richardson, Woman’s Home Com- 
panion. 

Herbert F. Lewis, Reuben H. Don- 
nelley Corporation; Carroll B. Lar- 
rabeeygPrinters’ Ink; Dr. Walter O. 
Robinson, public speaking instructor, 
and Mark Hisner, Board of Higher 
Education, City of New York. 

The Jan. 16 meeting is a tour of 
the Herald Tribune’s plant. A tour 
of the Powers Engraving plant will 
be made Dec. 19. 


Advertising, Inc., Named 

Advertising, Inc., Richmond, Va., 
has been named for advertising of 
the Virginia State Fair, Biggs An- 
tique Company, Hungerford Coal 
Company, and Radio Station WRVA, 
all of Richmond, Va. 


“The Texan” Appears 


The Texan, a class monthly de- 
voted to society, fine arts, sports and 
travel, and designed exclusively for 
Texans, made its appearance with 
the September issue. Headquarters 
of the Texan Publishing Company 
are at 603 N. Saint Marys St., San 


Antonio. 


Buys “Athol Transcript” 


The Athol, Mass., Daily News has 
purchased the Athol Transcript, a 
weekly, according to Lincoln O’Brien, 
publisher of the News. The two 
papers will be merged, the Tran. 
script’s name being included in the 
masthead of the daily. J. Clarence 
Hill, publisher of the Transcript, will 
join the staff of the News. 


Hitchcock Leaves Sears; 
Succeeded by W. D. Ager 


Phil Hitchcock has resigned as ad- 
vertising manager of Sears-Roebuck 
& Co., St. Louis, to join the St. Louis 
Star-Times as advertising counselor 
and manager of the advertising-pro- 
motion department. 

Mr. Hitchcock is succeeded at 
Sears-Roebuck by W. D. Ager. 


Joins Commercial Credit 


Harrison B. Grimm, formerly ad- 
vertising manager of the Guardian- 
Detroit bank, has joined Commercial 
Credit Company, Detroit, which he 
will represent in Michigan and 
Northern Indiana as consultant in 
financing of industrial equipment. 


Underwood Appointed 


W. E. Underwood, formerly adver- 
tising manager of the Mazda Lamp 
division of General Electric Com- 
pany, and more recently with Lord & 
Thomas, has joined the merchandis- 
ing staff of Tracy-Locke-Dawson, 
Inc., New York. 


SEED INDUSTRY PROSPERS 


Reader survey shows oe World 
offers advertisers 


annual 
HUNDRED MILLION DOLLAR MARKET 
through its coverage of wholesalers and retail- 


ers who sell seed and other horticultural and 
agricultural items to 41,000,000 farmer and 
suburbanite customers. 

We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
325 W. Huron St. Chicago, Ill. 


EF LISTS 


GET OUR FREE 
REFERENCE 


BOOK ad 
MAILING 
LIST CATALOG 


Gives counts and prices on teg teed 
mailing lists of all cl of busi enter- 
rises in the S. Wholesalers—Retailers— 
eanaGuptueses by classification and state. ~— 
ividuals such as 


Len men, auto owners, income lists, etc 


Write today for your copy 


R.L. POLK&CO. 


Polk Bldg.— Detroit, Mich. 


_ Branches in Principal Cities 
World's Largest City Directory Publishers 


Mailing List Compilers... Business Statis- 
tics. Producers of Direct Mail Advertising 
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WESTERN UNION 
SLOGAN GRIPES 
PAPER COMPANY 


Eaton Concocts Bitter Dose 
for Letter Disparager 


(Picture on Page 39) 


Pittsfield, Mass., Oct. 10.—A new 
“battle of slogans” will start Oct. 
15, with the launching of Eaton 
Paper Corporation’s latest window 
display campaign. Against the fa- 
mous Western Union slogan, “Don’t 
Write, Telegraph,” Eaton will match 
the words, “Why Waste Money to 
Telegraph?” 

With this move, Eaton will step 
out as probably the first defender 
of the stationery industry against 
the telegraph company’s assault. 
The company expects that the cam- 
paign will excite widespread com- 
ment among the message-sending 
public. 

The Eaton display will be domi- 
nated by the anti-telegram slogan, 
which will appear above an illustra- 
tion of a U. S. mail plane and 
smaller illustrations of a steamship 
and streamlined train. The _ illus- 
trations dramatize improved meth- 
ods of transporting mail swiftly. 


Use Secondary Slogan 


The line “Eaton’s Highland Linen 
writing papers will carry your 
thoughts post-haste with economy, 
privacy, and personal warmth,” will 
appear against the background of 
the illustrations. Below the illus- 
trations will appear a secondary slo- 
gan, “The Written Message Means 
So Much More.” 

Always rather staid in its promo- 
tional efforts, the stationery indus- 
try for many years has simply 
looked with a frown on Western 
Union’s “Don’t Write, Telegraph,” 
George P. Clayson, Eaton’s merchan- 
dising manager, told ADVERTISING 
AGE. 

“Other than taking this slap in 
the face with no more than a grum- 
ble,” he said, “the stationery indus- 
try has not been able to do anything 
to forward its true position and 
maintain the fact that letters are 
the most satisfactory means of com- 
munication.” 

Dealers are going into the cam- 
paign with the true love of a good 
controversy, according to Mr. Clay- 
son. The new window display has 
been described to dealers as produc- 
ing the “most talked about window 
in town.” 


Stresses Two Angles 


Two angles have been utilized in 
presenting the new campaign to 
present and _ prospective dealers. 
Through a circular, the company has 
not only capitalized on dealers’ past 
or present feelings about the West- 
ern Union slogan, but has also 
sought to awaken their desire to re- 
capture profitable stationery busi- 
ness from chain stores. 

Attention is called to the fact 
that business in stationery, formerly 
“a fast moving staple with you,” 
went to chain stores “because you 
didn’t display it.” 

Dealers are told that use of the 
new anti-telegraph display, fur. 
nished free of charge when ordered 
with a small assortment of Haton’s 
Highland writing papers, will create 
considerable discussion and will get 
customers “to thinking ‘Stationery’ 
again in connection with your 
store,” thus pulling back sales from 
the 5 & 10. 

Eaton points out that a survey 
just completed by a national drug 
Magazine proves that stationery on 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dect. L. V.. 116 S. Mich. Blvd., Chicege 


display steps up 
hundred per cent. 
The new display is in eight col- 
ors, and stands 40 inches high. It 
is designed ag a central feature for 
showing of the Eaton line. 


F. D. Kocher Appointed 


F. D. Kocher, for several years in 
charge of advertising copy for the 
Muncie, Ind., unit of the Hill chain, 
has been named advertising man- 
ager of Hill’s, Inc., subsidiary of In- 
terstate Department Stores, Inc., 
recently opened at Marion, Ind. 


George E. Packard Dies 


George E. Packard, New York 
branch manager of American Type 
Founders Sales Corporation, died at 
Albany, N. Y., Oct. 2. 


its sales several 


Sees Favorable 


Fourth Quarter 
For Advertising 


New York, Oct. 10.—Prospects for 
advertising for the last three months 
of 1935 indicate better than seasonal 
improvement over the preceding 
three-month period, Standard Statis- 
tics Company, Inc., asserts in its 
current survey of advertising, print- 
ing and publishing. 

“Such an outlook is predicated not 
only on the fact that reviving indus- 
trial operations, an improved level of 
farm income and probable heavy re- 
lief disbursements will augment con- 


sumer purchasing, but also on the 
extra-seasonal stimulus of automobile 
advertising which is resulting from 
the earlier than usual introduction 
of new 1936 models,” the bulletin 
says. 


The trend of progressively smaller 
gains in total advertising expendi- 
tures over a year earlier was con- 
tinued in the third quarter of 1935, 
it is stated, 


Following the estimated better- 
ment of seven per cent and four per 
cent, respectively, for the first and 
second quarters, indications are that 
the total for the three months ended 
Sept. 30 was only between two and 
three per cent greater than the cor- 
responding period of 1934, the bulle- 
tin reports. 


the 


STICKS UP FOR YOU — 


More than just “window-strips,”, KLEEN- 
STIK strips may be placed at strategic 
indoor locations. They stick to any 
hard, smooth surface. Ideal for use 
on walls, shelves, counters, mirrors, 
refrigerators, fixtures, without mar- 

ring their finishes in the least. 


FLANGE SIGN OUTSTANDING 


KLEEN-STIK Flange Signs pro- 
vide low-cost dimensional dis- 
play. Erected merely by pressure. 
Need no tacks, vacuum cups, or 


other antiquated methods. 


oa 


KLEEN-STIK PRODUCTS 


ADVERTISERS BOOST KLEEN-STIK 


Point of sale advertising, long the problem child of the media family, 
becomes thoroughly effective and economical with the addition of 
KLEEN-STIK, the sensational new advertising adhesive. Glowing praise 
and repeat orders from large advertisers in such varied fields as food, 
travel, radio, drugs, beverages attest it! Paper display strips gummed 
with KLEEN-STIK are easy to put up, they stay up, and may be 
instantly removed. KLEEN-STIK eliminates loss in shipping—there’s no 
sticking together. KLEEN-STIK requires no moistening. 


EVERYWHERE 


[FRIGERATOI 


eas al 
. WINDOWS 
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TRADE MARK REG. U.S. PAT. C 


H. D. Rush Joins Central 


Harvey D. Rush, formerly in 
charge of advertising and sales for 
Texaco Salt Products Company, 
Tulsa, Okla., has been appointed vice- 
president in charge of copy and mer- 
chandising of Central Advertising 
Corporation, Indianapolis. 


Gertrude Freytag Promoted 


Gertrude C. Freytag, head of client 
service of The Fensholt Company, 
Chicago, has been named vice-presi- 
dent in charge of production and 
service activities. 


Birch Transferred 


Stephen §S. Birch, account execu- 
tive for Erwin, Wasey & Co., Chi- 
cago, has been transferred to the 
New York office. 
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USERS ARE ENTHUSERS 


Dealers who can’t be bothered 
with ordinary window strips wel- 
come KLEEN-STIK strips as a 
great convenience. They eliminate 
the messy paste-pot, the sloppy 
sponge, the risky razor, old-fash- 
ioned tools of an old-fashioned 
way. KLEEN-STIK needs no moist- 
ening—it’s ready when you're ready. 
That’s why users are enthusers—and 
buyers place repeat orders. 


Let KLEEN-STIK help lift your sales curve. Write for 
mame of nearest printer or lithographer prepared to 
render KLEEN-STIK service. 


KLEEN-STIK PRODUCTS, INC. 


500 SANSOME STREET, SAN FRANCISCO, 


CALIFORNIA 


Please send me full information about KLEEN-STIK and give me name of 


nearest supplier. 


Name 

O) Agency 
oe 0) Advertiser 
fp LE OCT. ee 
casas cccaclealeceten?, scutes Sameteiioceiias State. 


©1935, KLEEN-STIK PRODUCTS, INC. 
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500 SANSOME STREET « SAN FRANCISCO, CALIFORNIA, U. S. A. 
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AGENCY HEADS 
TELL ADMEN OF 
THEIR FAULTS 


Lack of Confidence, Cooper- 
ation Deplored 


Chicago, Oct. 9.—Advertisers will 
get far more out of their agencies if 


. they will give them their complete 


confidence, and work with them as 
though the agency were an integral 
part of the advertisers’ business, an 
overflow meeting of the Chicago Ad- 
vertising Managers Club was told 
last night by three agency execu- 
tives. 

The agency men were playing a 
return engagement with the advertis- 
ing managers’ group, this group 
having recently delegated three of 
its members to tell the agencies 
what was wrong with their solicita- 
tions. 

Z. L. Potter, executive vice-presi- 


, 


dent of Erwin, Wasey & Co., the 
first speaker, laid down three funda- 
mentals for making the most effec- 
tive use of an agency, all predicated 
on the theory that the agency, as 
the advertiser's most important tool, 
has been selected with the greatest 
care. 

First, he said, the advertising 
manager must familiarize himself 
thoroughly with the agency staff, its 
organization and operation; next, he 
must supply the agency with all the 
data it needs to do an intelligent, 
well-rounded job of merchandising, 
consisting not only of the writing of 
good copy and the presentation of 
forceful advertisements, but of the 
wide variety of other services, such 
as advice and counsel on sales prob- 
lems, on the product itself, on pack- 
aging, etc. 


Well-Rounded Service 


“The turning out of good adver- 
tisements is, of course, the first 
essential of agency service,” Mr. 
Potter said, “but it is by no means 
the sum total of what a really good 
agency should do for its client. The 
agency should render a complete 
merchandising service which in- 
cludes study of the product and its 
package, analysis of the competitive 
situation, field work, research, and 
the thousand and one other details 


which go to make up a successful 
merchandising program.” 

And then Mr. Potter stated the 
third of his three fundamentals. 

“If you supply your agency with 
all the help you can, and then you do 
not get a well rounded, effective 
merchandising service from it, there 
is only one thing to do: get another 
agency.” 

Taking up the cudgels next, Eddy 
S. Brandt, president of Brandt Ad- 
vertising Company, tossed a few 
barbs at the advertising manager 
and his superiors who invariably 
want a brand-new campaign all set 
to go “next week,” and urged that 
agencies be given a freer hand than 
many clients are wont to extend to 
them. 

“Let your agency give you some 
ideas, not just copy,” he said. “If 
you really want to know what your 
agency can do for you, tell them, 
some time, that you have plenty of 
copy and layouts on hand to last you 
until the end of the year, and that 
what you want them to do is to go 
off to the woods or the seashore 
and just think up ideas. You'll be 
surprised at the results.” 


Too Much Attention 


Mr. Brandt also had some unkind 
words for the advertisement which 
strains for attention. “Of course 
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your advertising needs attention 
value, but if your copy and artwork 
are so strained and warped in the 
effort to secure attention that all they 
do is attract attention, you are 
fooling yourself. What your copy 
has to do is to attract sales, rather 
than merely to attract attention.” 
“And don’t be afraid to use an ad 
that’s old, merely, because it’s old,” 
he added. “If its good, it doesn’t 
make any difference how old it is.” 
Russell T. Gray, president of Rus- 
sell T. Gray, Inc., the third speaker 
in the symposium, reiterated the ne- 
cessity for employing an agency in 
which the client has confidence, and 
then co-operating with that agency 
to the greatest possible extent. Jeal- 
ousy and an attitude of czardom 
have no place on either side of the 
advertising manager-agency relation- 
ship, he said. 


See Three Types 


“There are three kinds of advertis- 
ing managers,” Mr. Gray said. “The 
first is the one who turns the appro- 
priation over to the agency and says, 
in effect, ‘Here’s your money, and I 
dare you to make good with it; but 
don’t expect any co-operation from 
me.’ 

“The second type of advertising 
manager is just the .reverse; he 
won't let the agency do anything 
but collect the commissions. He 
wants to write the copy, supervise 
the artwork, buy the space, and do 
everything else, himself. His agency 
is just something that gets in the 
way. 

“The third type is the one who 
gets everything it is possible to get 
out of an agency. He co-operates 
in every way, but he isn’t a czar, 
and he isn’t interested in perform- 
ing the detail work which belongs in 
the agency. He and his agency 
work together as co-workers in a 
common cause.” 

One interesting thought that Mr 
Gray suggested was the value to the 
client of cultivating the copywriters, 
layout men and others in the agency 
who do the actual work on the ac- 
count. “Get to know them person- 
ally, buy them a lunch once in a 
while, convince them that they mean 
something to you, and you'll be sur- 
prised at how much ‘extra dividend’ 
you'll get out of them,” he said. 


“House & Garden” 


Has New Executives 


Charles E. Whitney, former vice- 
president and advertising manager 
of House Beautiful, has been ap- 
pointed advertising manager of 
House & Garden, New York. 

Mrs. Margaret Dargan, formerly 
with the Ladies’ Home Journal as as- 
sociate editor in charge of interior 
decoration, and before that stylist for 
a group of R. H. Macy & Co. depart- 
ments, has been made editor of 
House & Garden’s Merchandising 
Service Department. 


Larson Joins Elofson 


Ben Larson, formerly with Youn,, 
Timmins & Smith, Chicago, has 
joined the staff of O. Rhodius Elof- 
son, Chicago, as commercial illustra- 
tor. 


‘Acidosis’ Talk 
Is Often Bunk, 


Committee Says 


Milwaukee, Wis., Oct. 10.—Current 
exploitation of “acidosis” was made 
the object of withering scorn here 
today in a report to the American 
Public Health Association by a com- 
mittee on nutritional problems. 

The public’s craving for more 
facts on foods and health in recent 
years has brought forth “an alarm- 
ing exploitation of false and harm- 
ful ideas foisted upon the public by 
dietary quacks and self-styled nu 
trition experts,” the report stated. 

“Acidosis is a term frequently 
used by the purveyors of food fal- 
lacies. Nearly all the diseases that 
afflict mankind can be found enu- 
merated as the result of acidosis 
caused by eating acid foods. 

“The claim that acidosis. will 
result from eating bread and meat 
or certain combinations of foods, 
such as proteins and starches, is 
entirely unsupported by scientific 
evidence.” 

The committee declared that 
acidosis is usually a condition at- 
tending certain diseases, such as 
diabetes or kidney disease, involv- 
ing faulty metabolism of the body. 
Tt added that “there is no evidence 
that a preponderantly acid diet is 
injurious.” 


Gay Releases Large 


Drive for Champagne 
Believed to be the largest single ad- 
vertisement run on champagne, a 
four-page insertion in three colors 
has just been released to a list of 
liquor trade papers by Chateau Gay, 
Ltd., New York. 
The advertising is being placed by 


.| the Toronto office of McConnell, Bax- 


ter & Eastman, Ltd., advertising 
agents to the Canadian Wineries 
Limited, Toronto, of which Chateau 
Gay, with plant at Lewiston, N. Y., 
is a subsidiary. A limited amount of 
consumer advertising in the New 
York metropolitan area will follow. 


Rooney, N. Y., Moves; 


Changes Headquarters 
Alfred Rooney Company, New 
York, with personnel trebled over a 
year ago, has moved from 444 Madi- 
son ave. to the International Build- 
ing, Rockefeller Center, where in ad- 
dition to handling general accounts 
it will place special stress on radio 
advertising. 

Coincident to this move, the New 
York office has become the headquar- 
ters of the organization, which for- 
merly headed up its activities in 
Boston. George Curley, vice-presi- 
dent, is in charge of the New York 
office, assisted by H. B. Pickering and 
Harry Schreier. 


Dailies Use New Type 


Rockford, Ill., Register-Repwblic 
and Morning Star began the use of a 
new type face, Cairo Light, in the 
classified pages of the Sept. 28-29 edi- 
tions. The new face provides easier 
readability, better make-up and bet- 
ter display, it is believed. 


Are You Entirely 


Electrotypes, Nickeltypes— 


Our congratulations! 


Competitor's Service? 


If you are now getting interested cooperation in the effi- 
cient carrying out of your orders for Mats, Stereotypes, 


If you are getting 100 pennies worth on every dollar— 


And our humble suggestion is you go right on to the 
next interesting advertisement on page following. Because 
we can’t get all the business; don’t want it; and do not 
believe in disturbing happy relationships. 
Sounds like one of those forgotten “Codes,” 
doesn’t it? But it’s on the level. 


Happy With Our 
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You have taken an advertising 
trade paper and made it so 
exciting that everybody wants 


to read it, says one of the 


publishing geniuses of America. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
~ Member A. B. C. Member A. B. P. 


New York Chicago } Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 100 E. Ohio St. Walton Building Russ Building 536 S. Hill St. 
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SEMINOLE USES 
ALLOWANCES T0 
UPHOLD PRICES 


Completion of Distribution is 
Announced 


Chicago, Oct. 10—In announcing 
results of a slogan contest which 
yielded 3,264,425 inquiries and com- 
pleted national distribution, the ad- 
vertising manager of Seminole Pa- 
per Corporation threw some new 
light on the questions of advertis- 
ing allowances and price mainte- 
nance. 

While conceding that allowances to 
dealers open the door to many abuses 
unless the national advertiser main- 
tains constant vigilance, the official 
said that the plan had proved help- 
ful to Seminole because it had been 
tied in with maintenance of prices. 

Seminole’s contract with important 
retail outlets allows a stipulated sum 
for advertising, contingent on per- 
formance of specified duties by the 
dealer. This contract not only calls 
for proper display of the goods, but 
its sale at the price level suggested 
by the company. 

Any departure from the terms of 
the contract justifies the company in 
refusing to pay for the advertising, 
in the opinion of this official. Dealers 
who have entered into extensive ad- 
vertising commitments are likely to 
think twice before they violate any 
of the terms of their agreement with 
the company, since in such a case 
their invoices would be returned to 
them with the explanation that the 
company regards the contract as hav- 
ing been nullified. 


Check on Prices 


Checking on prices advertised by 
dealers is maintained through a 
checking bureau, which also keeps 


Seminole informed of advertised 
prices on competitive lines of toilet 
tissue. 

The Seminole contract is said to 
have been widely adopted among 
manufacturers distributing chiefly 
through grocers. 

Seminole believes that 50 per cent 
is the maximum that can be effec- 
tively allowed retailers in the form 
of allowances, and that at least the 
other 50 per cent of the appropria- 
tion must be placed in national ad- 
vertising. When this plan is used, 
they believe that the two forms of 
display complement and enrich each 
other. 

Though toilet tissue is admittedly 
one of the most difficult products in 
the world to merchandise, Seminole 
has achieved national distribution, in 
its more exacting sense, in four 
years. 


Contests Play Part 


This has been accomplished largely 
through the contract referred to, and 
through advertising centering around 
contests. The lull between consumer 
contests has been devoted to similar 
competitions for brokers and store 
personnel. 

The latest consumer contest, ad- 
vertised in The American Weekly and 
This Week, offered 100 Hupmobiles as 
grand prizes for slogans. There was 
a total of 12,000 prizes. The 3,264,- 
425 entries, accompanied by the Sem- 
inole label from purchases, came 
from every state in the Union and a 
number of foreign countries, Illinois 
leading in response with 307,020. 
Lloyd D. Herrold, of Northwestern 
University, handled the physical side 
of the $125,000 contest, including the 
judging. 


Joins “News-Post”’ 


John H. Somerville, formerly with 
the Boston Advertiser, has joined the 
national advertising staff of the 
Baltimore News-Post. 


Appointed for Food 


Zinn and Meyer, Inc., New York, 
has been appointed by Healthaids, 
Inc., New York, for Serutan, a new 
health food. Newspapers will be 
used. 


INFORMATION 


INFORMATION 
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“Do vou REALIZE 
THAT THE ARCHITECTURAL 


STUDENT OF TODAY 'S TO— 
Morrows PRACTICING ARCHI— 
rect? ARCHITECTURE 
HAS 306 STUDENT SUBSCRIBERS 
IN ADDITION TO COVERING 
5,268 ARCHITECTURAL 
AND ENGINEERING 
OFFICES. 


ARCHITECTURE—The Professional Journal for Architects 
is Pu Scribner’ 


blished by Chartes 


's Sons i 


Getting Personal 


Cupid is beckoning from the altar to Pearce Chauncey, Herald 
Tribune representative, and Virginia Day, of South Orange. The exact 
date of the wedding has not been announced... 


Senator Arthur Capper, Kansas publisher, has predicted that a dry 
reaction may set in at any time and that his state will never give up 
the dry cause ... Norma Tobias, J.W.T radio department, and Carroll 
Carroll, gag writer for Burns and Allen, will tread the rest of life’s 
highway together... 


The Oct. 5 issue of the Sun carried Peter Dixon’s swan song as a 
radio columnist. The new radio director of Kenyon & Eckhardt said 
he would now devote himself to making his interesting predictions 
come true... 


Tom Hayden, who calls on night clubs for Brooklyn Eagle, is one 
solicitor who never feels out of place. He was formerly a night club 
singer... 


John Sterling, Don Parsons, Harold Kennedy, Art Hirose and other 
McCall executives were hosts to some 300 of their advertising friends 
at a luncheon at the Waldorf last week. They heard Melvin Horace 
Purvis, ex-federal sleuth, relate some of his hair-raising experiences 
while in the public enemy business ... 


Harry Payne, BBDO art director, and Mrs. Payne are the proud 
owners of the trophy awarded the winners of the husband and wife 
tournament staged at the Hackensack Golf Club last week by the 
Women’s Metropolitan Golf Association .. . 


Edward Epstean, president of Walker Engraving Corporation, has 
been honored with the Davanne Medal by the Societe Francaise de 
Photographie. The distinction came ag an acknowledgment of his 
valuable historical researches in photography and translations of 
important French works on the subject... 


Bruce Barton’s daughter, Betsy, seriously injured in an automo- 
bile crash a year ago, has contributed, “My Year in Bed,” to the Octo- 
ber St. Nicholas. The courage with which she is fighting her way 
back to health and normal activity has already inspired thousands .. . 

William S. Paley, Columbia head, returned from a vacation in 
Austria on the Normandie Oct. 8, and refused to be interviewed .. . 
Tax Cumings, BBDO writer, will alight from the Majestic Oct. 16. He 
has been touring England and Ireland... 


Curt Peterson, new radio director at Marschalk & Pratt, will have 
an easy time picking the vocal talent. He was president and soloist 
of the glee club at Oregon University, where he was graduated in 
: Pe 

Melville W. Smith, Jr., of Paris & Peart, and the former Jessie 
Anne Hardie left after their marriage Oct. 12 for a motor tour of the 
Carolinas. They will live at Wyndham Terrace, Leonia... 


Clyde Fisher, New York rep of the St. Lowis Globe-Democrat, and 
Jack Boyle, of McCann-Erickson, are secretly training to whip the 
Advertising Club at contract... Otis A. Kenyon, Henry Eckhardt 
and Thomas D’A. Brophy, with 70 members of their organization, gath- 
ered at_the Park Lane last week for a banquet to celebrate the sixth 
anniversary of the agency... 


If other car manufacturers adopt the precedent established by Au- 
burn’s Roy Faulkner, the post of automobile editor of a daily newspaper 
is going to become as valuable as a seat on the New York Stock 
Exchange. Instead of tendering the usual press dinner, Mr. Faulkner 
brought the newspaper boys to the factory for a week-end party, with 
golfing and the night clubs of a nearby city providing the entertain- 
ment. . . 


The Detroit personnel of N. W. Ayer & Son moved to Chicago 
en masse for the world series. Bud Malloy drew the assignment of 
arranging a special wire to the press box for those unable to get tickets 
to Wrigley Field. . 


Erwin, Wasey & Co., Chicago, held a private golf tournament at 
Big Oaks Oct. 5, in preference to seeing the Chicago Cubs chastised by 
the Detroit Tigers. Zenas Potter proved altogether too good for the 
boys, and the agency’s trophy now reposes in his living room. . . 


Milton Williamson, advertising manager of Bausch & Lomb Optical 
Company, Rochester, N. Y., reveals “How We Solved Our Housing 
Problem” in the current issue of The American Home. He recalls that 
Mother Goose mentioned “the House that Jack Built,” but neglected to 
say how much jack. . 


James Edmund Dunn, president of Keystone Advertising Agency, 
Pittsburgh, has just learned of his election to membership in the Re- 
gent Advertising Club of London. . Neal Dow Becker, Intertype 
Corporation president, is back from his annual business trip abroad, 
ready, among other things, to take up the duties involved in his recent 
election to the board of trustees of Cornell University. . 


Completion of ten years with Campbell-Ewald Company was cele- 
brated by Joe Hartigan, v. p. of the agency, at a dinner given in his 
honor Friday at the Grosse Pointe Yacht Club. . . . Marcellus Murdock, 
Wichita Eagle publisher, is getting ready for the annual fall golf tourn- 
nament of Kansas editors to be held at Hutchinson Oct. 18-19. Mr. Mur- 
dock is president of the golf group, and Clyde Speer, his assistant on 
the Eagle, is secretary... . 


Royal M. Alderman, v. p. in the Cleveland office of McCann-Erick- 
son, is chairman of the radio publicity committee for the local com- 
munity fund drive. . . . Tom Wallace, editor of the Louisville Times, 
as chairman of the celebration committee of the Transylvanians and 
other organizations which plan to dedicate a memorial to the pioneers 
at Boonesboro this month, has gathered a number of Kentucky news- 
men to help him function. . . 


Mel Smith, Paris & Peart a. e., and Anne Hardie of American 
Kennel Gazette are feathering a nest. They took their vows Saturday 
at Ridgefield Park, N. J... 


Boston admen will be dyed-in-the-wool experts if Art Sherrill, of 
Liberty, who is chairman of the educational committee of the local 
adclub, has his way. Art has planned a course of 30 lectures, starting 
Oct. 22, with speakers including such well-known experts in their fields 
as Allyn Mcintire of Pepperell, Francis W. Hatch of BBDO, Lorimer 
Slocum of Ayer, Kenneth Grubb of Daniel Starch, Inc., Charles Pritzger 
of Gillette, and Paul Swaffield of Hood Rubber. . 


Harvey Blodgett, who runs a financial advertising agency in St. 
Paul, found time to dash off “Man Alive! Forty More Years to Go,” for 
publication. The booklet is intended for distribution to employes, and 
as a holiday remembrance item. . . 


Charles Presbrey, the agency head, has been elected a director of 
the Merchants Association of New York. He will head the committee 
on postal affairs ... 


Newark Agencies Merge 


Theodore S. Fettinger, who estab- 
lished the Fettinger agency 20 years 
ago, which later became United Ad- 
vertising Agency, has been named 
president of a new firm established 
through merger of the United agency 
with the Green Advertising Service, 
Newark, N. J. The consolidated com- 
panies will continue as United Ad- 
vertising Agency, with offices in the 
Raymond-Commerce Bldg., Newark. 


Air New Chevrolet Series 


Chevrolet Motor Company went on 
the air Oct. 12 with a new all-star 
program featuring Rubinoff and his 
violin, Virginia Rae, soprano, Jan 
Peerce, tenor, and Graham McNamee. 
The program, which replaces the 
“G-Men” series, is heard each Satur- 
day at 9 p. m., EST. Campbell- 
Ewald Company, Inc., Detroit, is in 
charge. 


Hanks to Associated Sales 


Frederick C. Hanks, formerly with 
Brooke, Smith & French, Inc., De- 
troit, and prior to that with The 
Blackman Company, New York, has 
joined Associated Sales Company, 
Detroit. 


Harper Method Appoints 


Charles W. Hoyt Company, Inc., 
New York, has been appointed for 
advertising of Harper Method, Inc., 
Rochester, N. Y. 


WHY THEY 
READ GRIT 


“It’s a man’s publication,” 
says Tom Weaver, the popu- 
lar grocer in Montoursville, 
Pa. “I like its world-wide 
news, its common sense edi- 
torials, its impartial handling 
of political events, its inter- 
esting mystery stories, its re- 
view of sports.” 


‘It’s a woman’s publication,” 
says Mrs. Weaver. “I like 
the romantic serials, the 
thrilling short stories, the 
large pages of household 
helps, and the articles on 
child care and training.” 


“T vote with Dad,” says the 
Son and Heir. “I like 
Seckatary Hawkins, and the 
Odd, Strange and Curious 
Page, and. the adventure 
stories, and the sports news, 
and Iroquois Dahl’s column 
on outdoor life.”’ 


“I agree with Mother,” says 
the Daughter of the House. 
“In addition to all the won- 
derful stories, I like Doris 
Lee’s helpful talks with girls, 
and the fashion articles, and 
the health and beauty hints.” 


That’s why Grir is read 
every week in more than half 
a million small town homes. 
It is the only national pub- 
lication edited for every 
member of the small town 
family, and offers to adver- 
tisers the lowest milline rate 
in its field. 


WILLIAMSPORT, PA. 
Member A. B. C. 


Now Reaching Over 500,000 
Small Town Families Weekly 
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PERSUASION IS 
NEW COPY MODE, 
ASSERTS SPEYER 


Chicago, Oct. 10.—Persuasiveness 
is the new keynote, not only in finan- 
cial, but in all advertising, George 
W. Speyer, production manager for 
J. Walter Thompson Company, told 
the Financial Advertisers Association 
at its monthly luncheon yesterday. 

Illustrating his various points with 
advertisements from current maga- 
zines, Mr. Speyer said that layouts, 
type and all other elements of the 
advertisement are being designed to 
appeal to the friendly interest and 
quiet deliberation of a prospect “who 
is tired of being yelled at in scream- 
ing type faces.” 

All of this, he continued, demands 
simplification of design, careful 
choice of type faces and technique in 
illustration. In this connection, Mr. 
Speyer said that Garamond has come 
into new popularity with layout men, 
as meeting requirements of the mo- 
ment. 

He recommended plating advertise- 
ments set in any type smaller than 
10 point. Those set in 10 point and 
larger can be mailed to publishers 
in the form of mats. 

“There are a half dozen kinds of 
mats, mostly unreliable,” commented 


Mr. Speyer, urging the need for dis- 
crimination. : 
The expert said that direct color 
photography has emerged from its 
infancy and is coming into wider use. 
A drawback is the fact that plate 
costs are from 25 to 50 per cent 
higher than those made from water 
color or oil art, 


Require Special Care 


Bleed pages require special care in 
layout to prevent part of the text 
from being trimmed off, he pointed 
out. As for bleed pages in news- 
papers, the only course open to the 
advertiser or agency is to start early 
and submit layouts for the publish- 
ers’ approval and acceptance. 

Discussing direct mail promotion, 
Mr. Speyer made the point that paper 


stock should be chosen after the 
method of reproduction has been de- 
termined. Otherwise, results are 
likely to be highly disappointing. 

Mr. Speyer described two new 
methods used for fast and economical 
reproduction of printed matter in the 
office of the advertiser. One is the 
Compotype method, which is related 
to the multigraph. 

The Compotype has a typewriter 
keyboard and the impression is made 
on a thin sheet of metal which is 
curved and clamped on a cylinder, a 
thin sheet of fibre being used for un- 
derlay. A second color may be ob- 
tained when desired. While not 
strictly new, the Compotype is only 
now coming into general use. 

The other reproduction process is 
Multilith, which is an humble cousin 


of lithography. Actual printing for 
multilith resembles rotogravure in 
that a grease foundation is used. 
Multilith is useful in reproducing 
smaller booklets, announcements, etc. 


Alabama Merchants 
Fight Sales Tax 


Governor Graves, of Alabama, who 
went into office on an anti-sales tax 
platform, has announced that he will 
call a special session of the legisla- 
ture to consider a three per cent re- 
tail sales tax coupled with a $2,000 
homestead exemption clause. 

Retail interests represented by the 
Alabama Independent Merchants As- 
sociation have called a state-wide 
meeting for Oct. 16-17 to launch a 
fight against the tax, maintaining 
that the state can function ade- 
quately without it. 


New Rates for “Esquire” 


Esquire, Chicago, has announced a 
change in rates, effective with the 
June, 1936, issue. One time page 
rates will be $2,500; half pages, $1,- 
250; quarter pages, $625; eighth 
pages, $312.50. The line rate is $3.90. 


Names Federated Sales 


Milford Stain & Blacking Company, 
Boston, has appointed Federated 
Sales Service, Boston, as marketing 
counsel. Plans are being developed 
for promotion of Kleen White, a new 
dressing for white leather products. 


At Work in Jersey 
A. F. Boslet, for the past ten years 
on the advertising staff of the New 
York Times, has joined the New 
York Herald Tribune as New Jersey 
representative. 


You CAN SAVE 


N CKING AND 
SHIPPING OF NEWS- 
PAPER ELECTROS... 
BECAUSE WE HAVE 
FOUNDRIES IN FIVE 
STRATEGIC POINTS 


Have your newspaper electros 
made near where they are to be 
used. Don’t ship them across the 
Continent. Use our localized na- 
tional production and distribu- 
tion. For example, it costs 13 cents 
to ship an electro (4 columns by 
13 inches) from our San Francisco 
plant to a coast newspaper. From 
Chicago it would cost 43 cents. 


We don't stop there! Your plate 
is safeguarded by the patented 
Electrokit — the lightest, safe con- 
tainer known to the industry. And 
above all—our 5-Star Quality 


Standards are rigidly maintained. 


CTROTYPE 
COMPANY 


DIVISION OF THE ELECTROGRAPHIC CORPORATION 


Producers of the largest volume of Electro- 
types in the world....yet organized to 
serve you personally from Coast-to-Coast 


418 SO. MARKET » CHICAGO 


NEW YORK + INDIANAPOLIS 
DETROIT * SAN FRANCISCO 


AVAILABLE... 


AN EXPERIENCED SALES FORCE OF 
15,431 MEN 


This sales force is now calling regularly on every tavern, restaurant, 
hotel, club, and hospital in the 48 states of the union, contacting in 
all, the buyers in some 400,000 institutions. Each one of these 
men works a small territory in an intensive manner calling on each 
account once every ten days. In each case, the man is a local one 
and knows local conditions. Because of his close contact and fre- 
quent calls he also knows his buyers intimately. This is the only 
sales force in America actually contacting the whole institutional 
market, i.e., hotels, restaurants, taverns, hospitals, clubs, schools and 
other institutions, in the 48 states. .... If you have anything to sell 
to this vast market, you need this sales force working for you..... 
These 15,431 men are employed by the country’s 3,191 Institu- 
tional Outfitters who distribute well over 75% of all institutional 
equipment and supplies. .... This sales force takes on and pushes 
the products given it by its bosses (on an average, each group of 5 
men has one boss)..... These 3,191 bosses, and their salesmen have 
one business magazine, THE INSTITUTIONAL OUTFITTER. This mag- 
azine is read each month by all the “bosses” and many of the sales- 
men. THE INSTITUTIONAL OUTFITTER is a vital force in the field it 
serves. Through it, you can secure the services and cooperation of 
the one sales force covering all institutions. .... These men and 
their bosses will do a bang-up selling job for you (as they are now 
doing for some manufacturers) or a mediocre one (as they are doing 
for some others) depending upon the information, sales stimulant, 
and cooperation given them..... Possibly, part of this sales force 
is now representing you, and you are not getting the cooperation to 
which you are entitled. Possibly this sales force is not working for 
you at all, or it may even be working against you. If the latter is true, 
you have a long, tough row ahead of you..... In any event, we of 
THE INSTITUTIONAL OUTFITTER will be glad to give you full infor- 
mation about this sales force, its “bosses”, all about how it works, 
and how to secure its cooperation. We know these men and 
their market well and can probably help you. Address THE 
INSTITUTIONAL OUTFITTER, 612 North Michigan Avenue, Chicago, 
which is a unit of Institutional Publications, Inc. 
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Chains Feature 
National Brands 


New York, Oct. 10.—To mark the 
third anniversary of Family Circle 
Magazine, 6,700 chain store units 
through which this publication is dis- 
tributed are placing special empha- 
sis this week on products advertised 
in the magazine. 

Over 325,000 pieces of lithographed 
display material have been delivered 
to the stores for use as window 
trims, counter posters and special 
price cards. The advertising depart- 
ments of the five chain systems 


which distribute the magazine have 
ordered mats totalling 212,158 lines 
of newspaper advertising. 


Entertainment for Personnel 


In a number of cities the coopera- 
tion of store personnel is being cul- 
tivated with entertainment. Gus 
Bohn, famous magician and card ma- 
nipulator, demonstrated to a gather- 
ing of 1,200 stores managers and 
clerks at Washington, D. C., how to 
“give the customer what she wants” 
by supplying shoppers with full gro- 
cery orders from a stage grocery 
store stocked with one lemon, one 
orange and one banana. This pro- 
gram is being repeated in several 
cities. 


eave if 


; complete the sale 


tlo“US” 


The final test of all merchandising strategy is ... the 
selection of YOUR product in preference to others. 


The reflection of quality in the label or package .. . 
the pleasing impression of the display carton . . . that 
last-minute reminder of a colorful window card — in 
these and 38 other ways, “U S” service is creating sales 
in every resale outlet in the land. 


“US” is producing selling helps that meet the test for 
146 different lines of business — working with Adver- 
tisers and Advertising Agencies. 


To start the ball rolling, call “US” on the next job. 


THE UNITED STATES PRINTING & LITHOGRAPH CO. 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


CHICAGO BALTIMORE 
205-V W. Wacker Dr. 420 Cross St. 


1400 large rooms...each 
with bath (tub and shower) 
Servidor and radio... from 


$950 


SINGLE 


$950 


TWO-ROOM SUITES from $7.00 
Special Rates For Longer Periods 


a 4 STAR HOTEL 


in New York 


& for BUSINESS...1 block from 
Times Square, 3 blocks from 5th 
Ave. 8 minutes to Wall St. Under- 
ground passageway toall subways. 


% for DINING...3 fine restaurants 
to choose from—the Coffee Room, 
the Tavern Grill and Bar, and the 
Main Dining Room, with dancing. 


% for RECREATION...69 fine thea- 
tres within 6 blocks. 1 block from 
Broadway...4 short blocks to 
Madison Square Garden. 


* for QUIET SLEEP...Our 32 stories 
of fresh air and sunshine assure 
you quiet rest. Simmons beds as- 
sure you comfort. 


JOHN T. WEST, Manager 


FRANK W. KRIDEL 
Managing Director 


A-M IDENTIFIES 
AGENTS THROUGH 
EXTRA LISTINGS 


Cleveland, O., Oct. 10.—The prob- 
lem of identifying local outlets for 
products of selective distribution in 
communities where the nearest 
source of supply is located in another 
city has been solved in interesting 
fashion by the Addressograph-Multi- 
graph Corporation. 

Like many other manufacturers of 
business equipment, this company 
has agents who handle sales and 
service for considerable areas, in 
some cases a number of communities 
being included in the territory of one 
agent. The dealer identification prob- 
lem thus presented in the cities 
where the agent has no local office 
has been acute. 

The method successfully adopted 
to meet this situation has been to 
list the names of agents in all of 
the important communities included 
in their territories in the classified 
telephone directories of these com- 
munities. Thus the agent located in 
Peoria, Ill., is listed under the Ad- 
dressograph and Multigraph head- 
ings in the classified telephone books 
of Bloomington and other smaller 
cities in the Peoria territory, with 
his Peoria address and telephone 
number given. 


Makes Them More Accessible 


Hundreds of agents are thus com- 
pletely identified as mearby con- 
venient sources of supply in towns 
where their telephones would not 
ordinarily be listed, thus enabling 
them to contact prospects who other- 
wise would find it difficult to get in 
touch with sales representatives ex- 
cept by writing to the Cleveland 
headquarters. 

Executives of the Addressograph- 
Multigraph Company report that this 
method, which is now being used on 
a national scale, has proved to be 
both effective and economical. The 
cost of the display lines identifying 
the products is paid by the company, 
while the local agent pays the cost 
ot the listings which fellow. 

Sales of the company are reported 
this year to have made a substantial 
increase as compared with 1934. 
J. E. Rogers is president and general 
manager, and W. K. Page is vice- 
president in charge of distribution. 
The advertising is placed by Reincke- 
Ellis, Younggreen & Finn, Chicago. 


Farmers Given 


Butcher Tools 
By Salt Firm 


Scranton, Pa., Oct. 10.—Interna- 
tional Salt Company is introducing a 
new premium offer to farmers, a 
balanced butcher knife and tool steel 
bell scraper, with its ten-pound can 
of Sterling Sugar Curing smoke salt. 
The offer will be featured for sev- 
eral months in the firm’s regular 
farm magazine advertising. 

The decision to offer the bell 
scraper was made because of the 
difficulty encountered in some rural 
communities in obtaining a_ well 
made tool of this kind. Both tools 
are helpful accessories to butchering 
on the farm. 

A brightly colored tag, hanging 
outside the can, advertises the pre- 
miums and bears directions for se- 
curing them. This tag is attached 
by a string to a coupon enclosed in 
a glassine envelope packed inside 
the can. The coupon bears a repro- 
duction of the premiums along with 
the blank to be filled out and re- 
turned with a nominal sum of 
money. 

Double columns in two colors and 
single columns in black and white 
announce the new premiums to farm 
magazine readers, and offer, free, 
“The Farmer’s Salt Book.” 

Counter cards and window posters 
are being supplied to dealers. Inter- 


The rates for this department are as follows: 


“Help W: 
charge $1 


anted” and “Situations 


All other classifications (single insertion rates): % inch, 
$4.50; 7 to 9 in., per in. 


per in., $4.75; 4 to 6 
per in., $4.00; 13 to 
contracts. 


in., per in., 
15 in., per in., 


Wanted,” 30 cents a line, minimum 


2.75; 1 to 3 in., 
4.25; 10 to 12 in., 
iscounts on term 


$3.75. Write for 


PHOTO-OFFSET 


SAVE TYPESETTING and ENGRAV- 
ING COSTS BY PHOTO-OFFSET, 
most economical printing process. 


Reproductions of sales letters, price 
lists, bulletins, pamphlets, illustrated 
advertising literature, diagrams, etc. 


600 COPIES—$2.50—Additional hun- 
dreds 20c. Samples on request. 


LAUREL PROCESS, 480 Canal St.,N.Y. 


ability and imagination who has sev- 
eral years experience in large agency 
to make layouts, purchase artwork, 
plates, etc. Consider out-of-town agen- 


cy proposition. Employed at present. 
Box 639, ADVERTISING AGE, Chgo. 
Secretary - Stenographer, Journalism 


Graduate, direct mail and copy writ- 
ing experience desires employment 
requiring some creative writing with 
Chicago Adv. Dept. or Agency with 
view to earning position as member 
of advertising staff. Box 640, AD- 
VERTISING AGE, Chicago. 


MULTIGRAPHING— 
MIMEOGRAPHING 


OFFICE EQUIPMENT 


Small orders or large runs at rea- 
sonable rates. Addressing and mail- 
ing. Rush orders delivered promptly. 
Careful, accurate work. Rugere, Room 

a W. 42nd St., New York. 
PEnnsylvania 6-5970. 


POSITIONS WANTED 


With Advertising Agency or mfr. 
seeking a good creative man with 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


As 


national’s advertising is directed by 
The Simpers Company, Philadelphia, 
who also designed the wrappers for 
the three sizes of the smoke salt 
can. 


WIP Promotes Jones; 
Arnold Named by WFIL 


Howard Jones has been promoted 
by WIP, Philadelphia, to the post of 
production manager. As a staff mem- 
ber and announcer, he has been in 
direct charge of Transradio news- 
casts at WIP. 

Murray Arnold, formerly with WIP, 
has been appointed studio director 
at WFIL, Philadelphia. 


New Device for Intertype 


Intertype Corporation has an- 
nounced a new contribution to the 
machine composition field in low-slug 
quadding, which will be available 
with all future Intertype Autospac- 
ers. Printed matter describing this 
new development can be obtained 
from any Intertype office, it is stated. 


Jenny Wren Appoints 


Mitchell-Faust Advertising Com- 
pany, Chicago, has been named to 
handle advertising of The Jenny 
Wren Company, maker of Ready 
Mixed flour, subsidiary of the Bower- 
sock Mills & Power Company, Law- 
rence, Kans, 


“POST” 
MILWAUKEE 


AMERICA’S 
i2th MARKET 


@ Customers for sale—750,000 in Metro- 
litan Milwaukee — America’s 12th 
argest market! Yours for less than 11c 
thousand ... through the dramatic 


PEOPLE ARE OUTDOORS .. . 
WHERE IS YOUR ADVERTISING? 


at fumean orasctoas 


UP ... and UP 
98% 


orce, repetition, color and pulling 
power of outdoor poster advertising. 
Note the chart — bank clearings up 
19%, building 98% ahead of a year 
ago — two of the numerous signs of 
Milwaukee’s soaring sales potential. 
Your “national” advertising isn’t na- 
tional without fx//] coverage of this 
major market. Milwaukee is big — and 
busy! Let outdoor posters do the job. 
Cream City Advertising Company, one 
of America’s finest poster plants, is at 
your service in this important mid- 
western,trade center. No increase in 
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ACTIVITY! Milwaukee bank 
clearings are 19% above last 
year; building, 98% ahead of 1934. 
(ist 8 months.) 


rates for 1936. Write for further facts 
and traffic-flow map. 


SHEO 


CREAM CITY OUTDOOR ADV. CO, 


ONE OF AMERICA'S FINEST OUTDOOR POSTER PLANTS 
MILWAUKEE—Wisconsin's Metropolis 
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2,517 CONSUMERS 
TELL REACTIONS 
TO ADVERTISING 


‘Advertising Age’ Study Feels 
Pulse of Buyers 


(Continued from Page 1, Col. 2) 


As a further check on dissemblers, 
related questions were separated. 


Only 383 Complain 


Only 383 persons of the 2,517 in- 
terviewed accused advertisers of mis- 
representation, and of these only 274 
could give one or more trade names 
of national brands they thought cul- 
pable, the remainder mentioning lo- 
cal and nameless merchandise. In 
all, 265 national and sectional brands 
were mentioned a total of 389 times. 

The relatively large number of 
brands mentioned and the failure of 
any one to draw a heavy barrage of 
censure would seem to indicate that 
advertisers generally, rather than a 
small, insincere minority, are re- 
sponsible for whatever dissatisfaction 
consumers may feel on the score of 
alleged dishonesty. 

While this evidence could be used 
to advantage by proponents of self- 
regulation of advertising on a broad 
scale, an analysis suggests that con- 
sumers are more in need of reforma- 
tion than advertisers. 

From proof of this there is the fact 
that, in nearly all instances, the re- 
spondents were unable to base in- 
dictments on specific allegations of 
misstatement. The tendencies were 
to criticise the product and to make 
generalized complaints about copy 


which could not definitely be tied up 
to the advertisers’ copy themes. Spe- 
cific charges sometimes mentioned 
“claims” which had not appeared in 
copy on the product. 


Many Praise Copy 


The mild indictment was further 
softened by the impressive number 
of consumers who made declarations 
as to the honesty and worth of copy 
which others had criticized vaguely 
for inaccuracy. 

Thus, not only does it appear that 
consumers accept advertising in it- 
self as an assurance of value and the 
responsibility of the manufacturer, 
but it seems some of them persist in 
going much further, reading into 
copy a promise of every wanted fea- 
ture, almost regardless of what the 
advertiser has to say. 

Such findings show that the foun- 
tain head of advertising criticism 
based on misrepresentation is the 
frailty of human nature manifested 
in the hope of receiving something 
for nothing. Tributary to the stream, 
apparently, are excesses of commer- 
cial ardor leading to exaggeration 
and lack of good taste. 

A second highlight, unforeseen 
when the study was drafted, is the 
evidence that consumers generally 
read advertising in a dual capacity 
as consumers and as amateur experts 
on advertising. It is possible that, 
consciously at least, many consumers 
might be more concerned with the 
latter role. 

Some indication of this could be 
found in a check of advertising liked 
and disliked, which revealed that 
consumers frequently give their pat- 
ronage to brands the advertising of 
which they admire for craftsmanship 
and “cleverness.” 


All Amateur Judges 


More evidence of this popular in- 
terest in advertising per se is the 
fact that some consumers revealed 
their familiarity with copy on prod- 
ucts of which they could not be con- 
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TRY FULL PAGES FOR CAM 


necessitated in this effort to feel the 


[--and how you will 
}°- this soup with the 


\- 


thyme cote aod 


21 Linde to chews from «33 
Cmene o 
awe Toe & 
nie 
<= . 

non mmin tmem aod — 

a eee ee 


And ready for your table in just « few mination, 
How your family will enjoy Campbell's Clam 
(new der! Hearty sad substantial ~uth the meet of 
chetce, juicy lame amd rich clem juice And plrmty 
of diced potators aad redripe tometers, with sever 


‘Campbells Clam Chowder brings te you the same 
retreshing goodares of clam cbo~ der as served aod 
emjored a the eranide inset And Mt ae satielyiog. 
ae Ke le good. with te may deliciows ingredicais 
from ocrae and garde. 


Clam Chowder 


pulse of the consumer on a nation- 
wide scale was conducted by Ross- 
Federal Research Corporation, whose 
trained investigators personally con- 
tacted the 2,517 consumers whose re- 
actions form the basis for the study. 

The interesting and significant 
facts developed in this exhaustive 
study will be presented to the read- 
ers of ADVERTISING AGE in a series of 
articles to appear in later issues. In 
reading these articles it should be 
borne in mind that all conclusions 
drawn and all interpretative com- 
ments are those of the editors of 
ADVERTISING AGE, and no responsibil- 
ity for them attaches either to the 
members of the advisory committee 
or to Ross-Federal Research Corpora- 
tion. 


PBELL'S CLAM CHOWDER 


enjoy it 


often 


National Gypsum Breaks 
Campaign as Firms Unite 
Coincident with the announcement 

of the acquisition of stock control of 

the Universal Gypsum & Lime Com- 
pany by the National Gypsum Com- 
pany, Buffalo, a new campaign fea- 


Ferret etsy retoas 8b nts ty Cayttemend Gv een Os turing an all-around service in plan- 
Wi  " tea ning and installing walls and ceil- 


ewer 00 well. Just add water, heat fore few mimuton, 
ted you here the fewet clam chowder thet anybody, 
ever tasted, awywhere, 


Surprise your family 

M you have aever enjoyed real clam chowder — 
end evra if you have — you are ia fev o great treat 
Be sure to grt s can of Campbell's Cam Chowder 
fut Wemorroe » laactroa or dimmer 

We be waiting ot your grocer’s new —this delicious 
oop that le like «trip to the seaside itself. 


Camel, 


ings, using a group of Gold Bond 
products developed through research 
during the past four or five years, 
has been launched. 

Plans call for an intensive mer- 
chandising program in support of 
lumber and building material deal- 
ers. Meetings have already been 
held throughout the country, ac- 
quainting Universal salesmen with 
the situation, assuring financial, en- 
gineering and sales support from 
National’s management. 

National plans to perpetuate the 


taty comdimenia, 


This full-page newspaper advertisement in Peoria, Ill., last week, is 
devoted exclusively to clam chowder, one of the "21 kinds to choose 
from" which really number 22. 


Universal name, as well as Gypsolite 
and Universal brands. Batten, Bar- 
ton, Durstine & Osborn, Inc., is the 
agency. 


sumers. One amusing example of the 
tendency of the amateur experts to 
look for copy to sharpen their judg- 
ment upon is that in 35 instances 
men took advantage of the opportu- 
nity afforded by the ADVERTISING AGE 
survey to commend or reprove ad- 
vertisers of women’s cosmetics. 

The assumption of consumers that 
they are capable judges of advertis- 
ing and merchandising might par- 
tially explain any failure of consum- 
ers’ buying services, such as Consum- 
ers’ Research, Inc., to make headway. 
The results on questions relating to 
this subject indicate that approxi- 
mately one-third rejected information 
from such sources after exposure to 
it. 

The 233 persons, less than ten per 
cent, who said they were influenced 
by such services could recall only 65 
instances where they had not pur- 
chased a product because of advice 
from these bureaus. 

Approximately nine in ten said 
they think advertising renders the 
consumer a valuable service, although 
the group as a whole were somewhat 
inconsistent about this, nearly half 
saying they thought they were pay- 
ing a premium for widely advertised 
goods. 


High Advertising Consciousness 


On the whole, the study revealed a 
high degree of advertising conscious- 
ness. The evidence as to this appears 
in such form and quantity as to lead 
to the conclusion that consumers are 
not only dependent upon advertising 
as a source of information about the 
products they buy, but that many of 
them regard the battle of the brands 
as a highly-entertaining spectacle de- 
serving the closest attention. 

This conception of a common con- 
sumer attitude would explain what 
appears to be a certain tolerance for 
copy which carries persuasion be- 
yond the limits of good taste and 
truthfulness. 

Apparently the consumer has some 
understanding of the compulsions of 
commercial warfare, makes allow- 
ances for them, and enjoys the action 
in the contest as revealed in adver- 
tising. 

In making this study of consumer 
advertising reaction, ADVERTISING AGE 
was given the benefit of advice and 
counsel by a committee of agency: 
and advertising men composed of 
Allan Brown, Bakelite Corporation; 
Dr. Lyman C, Chalkley, Benton & 
Bowles, Inc.; David B. Reed, Jr., 
Loose-Wiles Biscuit Company; Helen 
Rockey, Consolidated Gas Company; 


Open Princeton Agency 


Henry Quellmalz and Edward H. 
Peplow, Jr., have established the 
Princeton Advertising Agency at 82 
Nassau St., Princeton, N. J. The 
agency plans to work principally 
with clients who seek to cultivate the 
student market. 


Dr. Frank Surface, Standard Oil 
Company of New Jersey; Paul Cra- 
mer, Campbell-Ewald Company; Dr. 
George H. Gallup, Young & Rubicam, 
Inc.; and Arthur A. Hood, Johns- 
Manville Sales Corporation. 

All of the extensive field work 


The Clean-Cut Way 


to Present Advertising 


Advertising plays a major part in merchandising and sales cam- 
paigns. Present it to your sales organization and prospects in a 
clean-cut way. Your advertising literature, mounted on the page- 
like panels of a Multiplex, is displayed in the ideal way at sales 
meetings, in reception rooms and at convention exhibits. For per- 
manency, glass covered panels are used. 


Multiplex—the “All-Purpose Display”—is available in a variety 
of styles and sizes in both the Standard and Advanced lines. 
Pedestals and panel frames are made of steel, finished in attractive 
metal effects. Send the coupon below for your copy of the new 


1935 catalog. 


«««a«ae« MAIL THIS COUPON »» 2» 2» » 


| maultiptex Display Fixture Co., 928-938 N. 10th St., St. Louls, Mo. 


| 
! 
Send me your new 1935 Multiplex catalog. | am interested in ! 
. displaying: ; 
1 
| { 
I 


0 Advertising Matter 0 Charts C Photographs 
( Map Systems [] Convention Exhibits [] Merchandise Samples. 
Name 
Address 


City 


State 
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DEALERS PLACE 
RECORD ORDERS 
FOR NEW AUTOS 


(Continued from Page 1, Col. 3) 


newspapers this week. Two lines of 
sixes and a straight eight again will 


comprise the company’s offerings for, 


the new season, H. J. Klinger, presi- 
dent, announced. 

Mr. Klinger’ anticipates field 
stocks of over 12,000 units by an- 
nouncement day, and production of 
at least 48,000 of the new cars by 
the close of the year. For the next 
year a minimum quota of 225,000 
ears has been set. This compares 
with an anticipated production for 
all of 1935 of 170,000 cars. 

Pontiac advertising is being pre- 
pared by MacManus, John & Adams, 
Inc., Detroit. 

Plymouth Motor Corporation’s 
new line will be formally introduced 
Oct. 26. Plymouth, D. S. Eddins, 
president, said, is equipped to place 
more than 100,000 new cars on the 
market before the end of the year. 
Completion of its present expansion 


program this month will give the 
company facilities for producing 
over a half-million cars annually. 

The Plymouth campaign introduc- 
ing the new models is in charge, as 
in the past, of the Detroit office of 
J. Stirling Getchell, Inc. 

Orders for more than $25,000,000 
worth of new Buicks, which were 
announced the last week in Septem- 
ber, are already on the books of the 
company. The orders mark the 
largest demand experienced at an- 
nouncement time within the past 
ten years, said company officials. 
Production schedules are being 
boosted rapidly, and a powerful ad- 
vertising campaign in line with the 
unusual demand is being placed by 
the Detroit office of Arthur Kudner, 
Inc. 

Packard Plant Busy 


Packard Motor Company, an- 
nouncer of new models the first 
week in October, also is experi- 
encing record orders, which have 
resulted in the _ factory’s being 
placed on the biggest production 
schedule in its entire history. Octo- 
ber schedules call for the making of 
7,000 cars, which will exceed the 
previous high month’s total by 500. 
Packard advertising is handled by 
the Detroit office of Young & Rubi- 
cam, Inc. 

No definite announcement date for 
its new models has been made 


known by Ford Motor Company, but 
commercial plugs were made during 
the broadcasts of the world’s series 
baseball games that “within a few 
days” Ford will present its 1936 line. 
No word on the announcement date 
was available from Dearborn, or 
from the agency in charge, the De- 
troit office of N. W. Ayer & Son, Inc. 

A VanDerZee, general sales man- 
ager of Dodge Division of Chrysler 
Corporation, said that Dodge dealers, 
following meetings throughout the 
country, have placed $52,000,000 
worth of orders for Dodge and Plym- 
outh passenger cars and Dodge 
trucks, In comparison to 1935 orders 
amounting to about $30,000,000. 
Ruthrauff & Ryan, Inc., handles 
Dodge advertising. 


Olds Motor Works is scheduled to 
produce 175,000 Oldsmobiles by the 
end of the year, it was announced in 
Lansing by C. L. McCuen, president 
and general manager. This amounts 
to a 100 per cent increase over 1934 
production. No announcement date 
has been released, although new 
cars are in production at the rate 
of about 750 cars daily. Oldsmobile 
advertising is handled by D. P. 
Brother & Co. 

A teaser campaign running in 
about 150 papers and in most of the 
principal weekly magazines is now 
in progress. Radio stations also are 
being used. This pre-announcement 


Keeping Pace 
With Radio 


A 20% increase for October in the number of 
reporting stations— another step forward for 


NAR’s radio section. 


National Advertising Records "pioneered" in the com- 
pilation and publication of commercial broadcast data, 


issuing monthly reports on Network advertising since 
1927. 


Again in 1933 NAR was first to present similar data on 
Spot advertising, publishing monthly reports from about 
forty stations. The Spot section has been steadily en- 


RADIO 
STATIONS === 


Self interest should prompt 
every Radio station to 
“get-in-the-picture’ and 
co-operate to meet the in- 
creased demand for Spot 
data. Use report forms 
sent you or write our near- 
est office for a supply. 


larged but its growth has not been commensurate with 
the demand for such data. 


NAR will exert every effort to make the Radio section 
as complete a record of Network and Spot advertising 
as it is possible to present; thus maintaining its leader- 
ship and reputation for being the most generally used 


and accepted independent audit of magazine and 
radio advertising available. 


he Advertising Record Co., Inc. 


43 E. Ohio St. 
Chicago 


330 W. 42nd St. 
New York 
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OPEN LETTER 


“| TOOK A RIDE IN 
THE NEW BUICK” 


“ener 


QUENTIN REYNOLDS 


Dear Mrs. Broun: 

[You snd your busband heve been my landlords now for 
several months, and in the main I find you fairly satisfactory. It 
ie crue that the plumbing in the house you rented me is as 
porous as « knitted sweater. Of course, the roof leaks; the fire 
place is inflammable and flowers won't grow in the garden. As 
@ master of fact I have noc found the Garden. 

But, seriously, one of the real fearures of your house is the 
Buick you have generously placed at my disposal. I always liked 
thet car. Bur wait uatil you ary the new Buick. 

I have ridden in the new Buick and it has convinced me the 
automobile is here to stay. If you bad any horses, I would ad- 
vise you to get rid of them immediately. The new Buick is the 
last word in Speed, Power and Sryle. 

Don’t think « sports writer doesn’t know about speed, power 
and style. They are the things any good athlete has co sell—if 
he wants to be « champion. If you ask me and even if you don’t 
ask me, the oew Buick has the speed of « big league fast ball 
pitcher—the power of « heavyweight's hay-maker — the style of 
« champion diver. It is the all cime champion of motor cars as 
far as 1 am concerned. 

Now you know, Mrs. Broun, that | am « very coniervanve 
goy and chat I always remember to remind you that | owe you 
last month's rent which makes me @ good neighbor and a 
peetty swell cenaot. 

I like chat new Buick —and if you buy one —and yot will if you 
gee it and ride in it—I might pey you some of that beck rent. Of 
cousse, I only want the use of ic about twenty-four hours « day. 

Your ever-owing tenant, 
QUENTIN REYNOLDS 


Two-column newspaper copy for 

Buick, in which Quentin Reynolds 

writes an open letter to Mrs. Hey- 
wood Broun. 


program is expected to be followed 
by Oldsmobile’s biggest promotional 
effort in its history. 

Detroit newspaper estimates are 
that 1936 production throughout the 
industry will be in excess of 4,000,- 
000 cars and trucks. This figure has 
not been reached in the industry 
since 1929. An output of about 3,- 
500,000 in 1930 appears likely to be 
bettered before the end of this year. 

Chevrolet Motor Company will pre- 
sent its new 1936 models to the pub- 
lic at the time of the New York Auto- 
mobile Show, it is understood here. 
At that time a tremendous campaign 
embracing every type of medium, 
will be undertaken. Chevrolet adver- 
tising is being handled, as in the 
past, by Campbell-Ewald Company, 
Detroit. 


Form Council 
To Plan New 
Package Meet 


New York, Oct. 10.—A packaging 
conference and exposition council 
has been formed to aid in developing 
plans for conferences and clinics 
which will be held in conjunction 
with the Sixth Packaging Exposition 
at the Hotel Pennsylvania March 3-6, 
1936. 

The exposition and conferences 
will be sponsored by the American 
Management Association. Alvin E. 
Dodd, managing director, said that 
the exposition will exemplify every 
phase of modern packaging. 

The council is composed of 75 
members and includes leaders in 
trade associations, the packaging, 
packing and shipping industries, as 
well as a number of important pack- 
age users and distributors. 


Advertising Men of 
Phoenix, Ariz., Unite 

The Phoenix Advertising Club 
was organized at Phoenix, Ariz., on 
Sept. 30, following a meeting at- 
tended by 40 people at the Arizona 
Club on Sept. 23, addressed by E. J. 
Murphy, Los Angeles, president of 
the Pacific Advertising Clubs As- 
sociation. 

The temporary chairman of the 
organization meeting was Clem F. 
Reis, Zellerbach Paper Company. 
Election of officers will take place 
in the near future. 


“Dry Goods Economist” 
Becomes Bi-Weekly 


Dry Goods Economist, New York, 
will change from a monthly to a bi- 
weekly, effective Nov. 12. 

One reason for the change of pol- 
icy is that news and fashion items 
can be treated in a more timely man- 


ner. 


Buchanan Made 
President of 
Hanff- Metzger 


New York, Oct. 10.—T. S. Bu- 
chanan, formerly vice-president of 
Hanff-Metzger, Inc., New York, has 
been made president, the agency 
has announced. Jos. A. Hanff, for- 
merly president, becomes chairman 
of the board. 

A. O. Dillenbeck has been ap- 
pointed executive vice-president, and 
c. J. G. Atkinson has been named 
to succeed Mr. Dillenbeck as secre- 
tary. A. E. Bonn continues as vice- 
president, and Louis J. Seeger, as 
treasurer. 

Louis A. Witten has been made 
vice-president in charge of radio ac- 
tivities, and W. H. Schneider has 
been made vice-president in charge 
of art and production. 


Two New Vice-Presidents 


W. T. Jefferson and Esmond P. 
O’Brien have joined the agency as 
vice-presidents. Mr. Jefferson, at 
one time with Lord & Thomas, left 
that organization to form with Louis 
Wasey the firm of Wasey and Jef- 
ferson. Mr. O’Brien was formerly 
vice-president in charge of new 
business for Postal Telegraph Cable 
Company. He subsequently was as- 
sociated with U. S. Hoffman Ma- 
chinery Company and Credit Alli- 
ance Corporation. 

S. J. Andrews continues as vice- 
president and general manager at 
the agency’s Chicago office, and 
Fred M. Jordan remains as _ vice- 
president and general manager at 
its Los Angeles office. 


Wiley Changes Base 


G. B. Wiley, who, as Detroit man- 
ager for True Story Magazine, cov- 
ered Detroit from New York the past 
two years, has reopened Detroit offi- 
ces for this publication in the New 
Center Bldg., Detroit. 


The Answers to 
5 Questions about 
OFFSET PRINTING 


Here are the five most fre- 
quent!y asked questions, 
and here are the answers: 


1. Is OFFSET PRINTING 
cheaper than Letterpress? 

It is when illustration is a large 
part of your copy—particularly 
in colors. It is not when type 
matter predominates. 


2. Is OFFSET PRINTING 
practical for small runs? 
Yes. We have installed special 
equipment to take care of runs 
from 1,000 to 10,000 in as many 
colors as you want, 


3. Does OFFSET PRINTING 
require special copy 
preparation? 

Good copy is very important. 
It should be clear and suitable 
for photographic reproduction. 
Our creative and art departments 
will either create the right copy 
or make yours right. 


4. How long does it take to turn 
out OFFSET PRINTING? 
As long as letterpress plus the 
time of making cuts. 
5. What are the advantages 
of OFFSET PRINTING? 


This question is answered fully 
in our circular, which you may 
have on request. 


WRITE OR CALL CHICKERING 4-4145 


AMERICAN OFFSET 


CORPORATION 
412 W. 31st St. New York 
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@ Our heart's on fire to convince you that 
we are the best engravers alive but such 
passion never goes to our heads causing 
us to slash the price to get your work. 
That's a phoney way to build a business. 
®@ So we keep on doing the best work that 


engraving science has any knowledge of 


COLLINS 
MILLER & — 
HUTCHINGS 


and the business seems to build itself. Sort 
of like the “build a better ae trap” 
affair— except that we think it’s smart to 
tell the world about it now and then so you 
won't wait until 1937 to tread the beaten 
path to our door. And say, if our plates 


don't satisfy, your money is returned. 
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ADVERTISING AGE 


October 14, 1935 


87 STATIONS NOW 
OFFER THESAURUS 
RECORDED PROGRAMS 


New York, October 14 — Since the 
new NBC Thesaurus—a treasure house 
of recorded programs—was introduced 
in July, 95 stations have become sub- 
scribers. These stations recognized the 
value and economy of NBC Thesaurus 
programs for commercial broadcast 
advertising and decided to make these 
programs available to local and spot 
advertisers. 


The recorded selections in the NBC 
Thesaurus contain a wealth of music 
and entertainment appropriate and 
adequate for all types of products and 
services. A number of programs are 
now available for ready use and the list 
continues to grow. The several pro- 
gram titles which follow suggest the 
scope and variety of programs from 
which advertisers may choose—and use 
at a very moderate cost. 

Musical Clock: an early morning 
oe of lively music and comment. 

adio Night Club: a program of 
sophisticated entertainment suitable 
for late evening. On the Mall: old-fash- 
ioned brass music for evening use. 
Organ Reveries: for early morning, 
-_ after husbands and children have 

n sent on their way. Tea Dance: 
dance music for the afternoon. The 
Dinner Hour: appropriate dinner mu- 
sic. Fireside Program: fine harmonies 
aud concert music for late evening. 

An up-to-the-minute list of the sta- 
tions offering NBC Thesaurus service 
and a complete list of available NBC 
Thesaurus programs will be mailed 
upon request. Address the Transcrip- 
tion Service, National Broadcasting 
Company, RCA Building, 30 Rocke- 
feller Plaza, New York. 


PROOF OF PUDDING 
IN THE REPEATING 


New York, October 14—The black 
line on the chart, below on the right, 
shows the proportion of the total num- 
ber of NBC’s clients each year 
(through 1934) who have used NBC 
facilities before. The year 1927 omits 
advertisers using the Red network 
prior to the formation of NBC. 


In 1927, the average sum spent by 
advertisers on NBC was $48,205. In 
1934, this average expenditure had 
mounted to $157,252. 

Does NBC broadcast advertising 
produce results for advertisers? In 
common with all advertising mediums, 
a complete categorical answer cannot 
be given to this question. However, the 
repeat business chart speaks its own 
incontrovertible success story; the con- 
stantly mounting average expendi- 
tures of NBC clients echo the tinkling, 
busy cash registers wherever these 
users of NBC broadcast advertising 
sell their products. 


ADDED LIST OF 
NBC FALL CLIENTS 


New York, October 14—On this page 
on September 16 appeared a list of 
remieres for new and renewed NBC 
all business. At that time, the follow- 
ing NBC clients, new or renewed, were 
not listed: 

Sept. 15, Sperry Candy Co., Sun- 
days, 3:45-4 P.M., WENR Blue net- 
work. Sept. 30, Procter & Gamble Co., 
Mondays, Wednesdays, Fridays, 7:15- 
7:30 P.M., WJZ Blue network. Oct. 1, 
F. W. Fitch Co., Tuesdays, 10-10:15 
P.M., WJZ Blue network. Oct. 1, Best 
Foods, Inc., Tuesdays, Wednesdays, 
Thursdays, 11-11:15 A.M., WEAF Red 
network. Oct. 2, Ford Motor Co., dura- 
tion of world series, 1:15-4 P.M., 
WEAF Red and WJZ Blue networks. 
Oct. 6, General Motors Corp., Sundays, 
10-11 P.M., WEAF Red network. Oct. 
6, Molle Co., Sundays, 2:30-3 P.M., 
WEAF Red network. Oct. 13, The May- 
belline Co., Sundays, 5-5:30 P.M., 
WEAF Red network. Oct. 14, Colgate- 
Palmolive-Peet Co., Mondays through 
Fridays, 5:45-6 P.M., WEAF Red net- 
work. Oct. 19, Chevrolet Motor Co., 
Saturdays, 9-9:30 P.M., WEAF Red 
network. Oct. 25, The Kellogg Co., Fri- 
days, 8:30-9 P.M., WJZ Blue network. 
Oct. 28, American Rolling’ Mill Co., 
Mondays, 10:30-11 P.M., WJZ Blue 
network. Oct. 29, Emerson Drug Co., 
Tuesdays, 9-9:30 P.M., WEAF Red 
network. Oct. 30, George W. Luft Co., 


- Wednesdays, 10:30-10:45 P.M., WJZ 


Blue network. Dec. 1, Tastyeast, Inc., 
Sundays, 12-12:30 P.M., WJZ Blue net- 


work. 


(Advertisement ) 


BROADCAST REVIEW OF THE MONTH 


ROYAL REUNION IN SALZBURG 


Left to right: Fred Bate, stationed in London for NBC, John F. 
Royal, vice-president in charge of NBC programs, Mrs. Liebstoeckl, 
wife of Dr. Fritz Liebstoeckl of the Austrian radio paper “Radio- 
welt”, and Dr. Max Jordan, central European representative of 
NBC, located in Basle, Switzerland. Mr. Royal completed arrange- 
ments for a wider exchange of international programs during his" 
trip through eighteen countries. 


This architect's drawing gives some idea of the strictly modern 
design of the new home of WWJ, Detroit, which will house the 
latest in high fidelity equipment. The new building will cost approx- 
imately $500,000. The transmitter will be moved to a new loca- 
tion in the suburbs and will cost $150,000. Station WWJ is a 
Basic NBC Red Network outlet. WWJ became affiliated with the 
Red Network in February, 1925, and has consistentl intained 


its showmanship standards, high ethics and advertising practices. 


jr00 


D> 
W//A 
Wyn 
YJ) 


Lr 
YYW, 
WY 
WY 

VM 


Y 


ISA Q 
\\\\ 


A TELLING BLACK LINE 


The important story the black line tells is revealed in the column 
at the left. Read “Proof Of Pudding In The Repeating”. 
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LUCILLE MANNERS 
Miss Manners, NBC Artists Service soprano, 
recently heard on the Cities Service program, 
now has her own program on Tuesdays, 10:15- 


10:30 P.M. (EST) over the WJZ Blue Network 


& 


m. 


FIVE TO FIFTY 

WMAQ, pioneer Chicago station and NBC 
Red Network outlet, stepped up its power 
from 5,000 watts to 50,000 on September 
15. The new, non-tapering, three-sided, 
490-foot vertical antenna tower was erected 
at Bloomingdale and, with the new plant, 
cost $200,000. Always a prestige station 
with excellent local and network programs 
enjoying wide circulation, WMAQ's enlarged 
service area was publicized through a space 
campaign in over 150 newspapers reaching 
listeners living in outlying communities. 


. 
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MARIO COZZI 
Many men sing but few paint pictures with 
their voices as Cozzi does! This NBC Artists 
Service baritone has two programs: 7:45- 
8 P.M. (EST), over the WJZ Blue Network, 
and Fridays, 3:35-4 P.M. (EST), over the 
WEAF Red Network. 
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MEET THE MEN WHOSE VOICES ARE KNOWN TO MILLIONS 


, rane 


4 USING NETWORK RADIO 
DURING ENTIRE PERIOD 
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RADIO’S RECORD SINCE 1928: 
NEWSPAPER ADVERTISING EXPENDITURES OF 
TWO GROUPS OF NATIONAL ADVERTISERS 


In the 150 leading national advertisers from 1928 to 1933, 
there are 22 companies which used network radio consistently. 
In that same list, there are 29 companies which never used 
network radio at any time during this period. In these 29 
non-users, there are 22 companies closely comparable (on the 
basis of types of business represented) to the 22 consistent 
radio users. The solid line shows what happened to the na- 
tional newspaper expenditures of the 22 national advertisers 
who used radio in addition to newspapers; the broken line 
represents the national newspaper expenditures of the 22 
national advertisers who did not add radio to their newspaper 
schedules. If the use of broadcast advertising strengthens and 
protects the use of another medium, there must be a reason. 
When national advertisers not only increase their radio expen- 
ditures but also keep up at a high point their use of another 
medium — it’s fair to assume they are getting enough added 
business to justify their decision. 


GIVES ABC OF NBC IN DETROIT 


NBC tells the high sales power story of its two Detroit out- 
lets —WXYZ, the Basic Blue Network; WWJ, the Basic Red 
Network —in this booklet which was mailed to all national 
advertising executives and their advertising agencies. News- 
papers, magazines, billboards and car cards also told the story 
to Detroiters. Wherever they turned, citizens of the Fourth 
City were apprized of the fact that NBC was in town with two 
fine stations offering the pick of the nation’s programs. 


aie wee 


NBC's Western Division announcers, left to right: Sid Goodwin, Edward Ludes, Robert Waldrop, Arthur W. Lindsay, Clinton E. Twiss and Archie Presby. 
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PORTABLE ELECTRIC ORGAN AROUSES FURORE 


While this $1,250 organ being marketed by Hammond Clock Com- 

pany, Chicago, is the subject of a modest advertising campaign, this 

is only a gesture, since the company is oversold for months. Low 

price and portability have multiplied the former market many times, 

Rudy Vallee being among purchasers. Vacuum tubes amplify the 

tones to any desired degree. Shigeta-Wright, Inc., made this photo 
through Erwin,Wasey & Co., the agency. 


NOVEL CONSTRUCTION FOR BEER DISPLAY 


In this Goetz beer display produced by Ketterlinus, Philadelphia, the 
table folds out from the background, the two figures are cut out and 
brought forward on a different plane, and the hands that hold the 
beer glasses rest on the table top in a natural position. 


STATIONERY FIRM TAKES A CRACK AT WESTERN UNION SLOGAN 
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"Don't write—telegraph" finds its answer in this window display now being supplied to dealers by Eaton's 
Highland Linen, which asks, "Why waste money to telegraph?" (Story on Page 29.) 


OFF FOR AIRING TESTS INDICATE MARKET POSSIBILITIES 


Edward Plaut (above), president of Lehn 

& Fink, Inc., and Phil W. Lennen, pres- 

ident of Lennen & Mitchell, Inc., hopped 

off this transcontinental plane in Holly- 

wood the other day to attend rehearsal 

and Eddie Cantor's first broadcast of 
the season for Pebeco. 


Ready mixed cocktails, presented in Gustav Jensen designed and 

Hazel-Atlas executed bottles, are proving they have a good potential 

market in the class field. Schenley Products Company, New York, 

is the maker. As the photo indicates, the drink comes in individual 
and "family" sizes. (Story on Page 16.) 


UNUSUAL DISPLAY IS PUT TO WORK BY TEXAS INSTITUTION 
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This 58-foot display on a highway outside of Fort Worth, has many notable features. The bank's name is 
in letters 5!/. feet high, and it and the mileage marker are set off with reflector buttons. The “town crier” 
figure is 20 leet high, and the skyline, an exact reproduction of that of Fort Worth, rises nine feet above 
the oval. The display was constructed by United Advertising Corporation of Texas. 
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‘The Radio Honeymoon 


is over 


Success in radio advertising calls for 
showmanship that entertains—and sells 


r I VHE good old days are gone in 
radio. Simply “being on the air” 
no longer means that millions of sets 
are being tuned in to your program. 
People no longer listen out of sheer 
amazement at radio’s miracle. Now 
they take it for granted. And refuse to 
come to the show unless it is good. 
Building an audience of millions to- 
day calls for showmanship that enter- 
tains—and sells. This means: 


“giving the audience a program 
so magnetic that it wins instant 
welcome for the sponsor’s mes- 
sage.” 


This type of salesmanship in show- 
manship opens up millions of sets day 
after day, week after week, to your 
selling message. Recent results prove 
that it gets and holds the big profits. 

It has enabled us to deliver commer- 
cial messages for as low as $1.00 per 
thousand actual listeners. 

Just a few months ago, a Lord & 
Thomas radio program sold $700,000 
worth of one drug product alone in 
ten days. 

For another of our clients, a radio 
program on four stations sold so much 
goods that the manufacturer had to 
re-open a factory unit this Spring, 
which had been closed for years. 

Usually, to play safe, we let the 


. thousands decide what the millions 


will like. 
Thus, a short while since, we tested 
an utterly new type of daily strip 


show. Announcements on five consecu- 
tive days over a 5,000-watt test station 
brought 64,000 sample requests. So 
we knew what to expect from the same 
show on the network. We are not sur- 
prised, at the time of this writing, that 
independent surveys prove it the most 
popular daytime sponsored show on 
the air. And after only a few months’ 
time. 


Some radio “‘firsts”’ 
credited to Lord & Thomas 


(NAMES ON REQUEST) 


It has been said that Lord & Thomas 
pioneered more new things in radio 
than all the other agencies combined. 
Those credited to us are listed briefly 
below: 


1. First Daily Radio Contest of 
National Scope 
It rocked American streets with 
conversation. Made an average of 
10,000 one-dollar sales a day for 
months. 


2. First Daily Network Strip 
Program 
Started a whole new technique of 
commercial program building. 


3. First to Rebroadcast Commer- 
cial Program 
Repeat same program late at 
night for Far West coverage. 


4. First Big Hit Variety Musical 


Show Sponsored on Network 
Set the pattern for big commer- 


cial musical production shows in 
radio. 


5. First Commercial Broadcast of 
Metropolitan Opera Series 


6. First Commercial Series of 
Pick-ups of Foreign Dance 
Orchestras 


7. First Sustained Commercial 
Series of Spot Pick-ups 

Artists and orchestras from all 
over country picked up on same 


program. 


8. First to Present Authentic 
Police and Department of 
Justice Dramas 


9. First in Number of Contest 
Returns 
1,800,000 forty-cent purchases in 
two weeks. 


10. First Chain Sponsorship of 
Football 


11. First Network Daytime Serial 


Show to Women 


Talent which was first sponsored or 
popularized nationally through us 


Amos and Andy; Bing Crosby; Eddie 
Duchin; Hal Kemp; Walter O’Keefe; 
Phil Cook; The Goldbergs; Rosario 
Bourdon; Donald Novis; Fred Astaire; 
Lum and Abner; Al Goodman; The 
Revellers; Walter Winchell; Jack 
Pearl; Clara, Lu and Em; The Cava- 
liers, and B. A. Rolfe. 


LORD & THOMAS : advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London. 
Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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